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The  Times  They  Are 


A-Changin’ 

The  good,  and  the 
downright  troubling 

The  Troubling 


“Technology  is  dictating 
how  content  is  written, 
and  influencing  the  quality 
and  depth  of  research  and 
investigative  reporting.” 


V 


Is  the  frantic  pace  of  change  af¬ 
fecting  our  ability  to  master  our 
professions?  We  earn  our  stripes 
in  college,  enter  the  working 
world,  build  a  career  wdth  decades  of 
experience,  master  a  craft  like  Michel¬ 
angelo,  and  then,  wham!  The  hinges 
are  blown  off"  our  careers  by  a  ceaseless 
torrent  of  new'  technology.  Constant 
transformation  is  preventing  us  from 
becoming  proficient  masters.  We’re  al- 
w’ays  starting  over,  and  always  learning 
and  relearning.  Skills  and  know'ledge 
that  used  to  endure  for  decades  are  now 
defiinct  in  less  than  three  years. 

An  unfortunate  consequence  of  this 
onslaught  of  technology  is  the  mor¬ 
phing  of  journalism  from  an  art  to  a 
science.  Technologj’  is  dictating  how' 
content  is  written,  and  influencing  the 
quality  and  depth  of  research  and  inves¬ 
tigative  reporting. 

Recently,  The  Online  Journalism 
Re\iew'  (ojr.org)  published  a  stor\'  head¬ 
lined,  “10  Reasons  Why  Online  Journal¬ 
ists  Are  Better  Journalists  (In  Theory).” 
Point  number  six  read,  “We’re  better 
writers  —  SEO  will  not  allow  us  to  write 
vague  headlines  or  use  bad  puns,  and 
the  attention  span  of  our  audience  is 
about  three  blinks,  so  we  have  to  prac¬ 
tice  all  of  George  Orwell’s  5  Rules  for 
Effective  Writing  at  once.”  Algorithms, 
analytics,  and  technology'  are  sucking 
the  human  element  out  of  our  lives,  and 
forcing  writers  to  redefine  traditional 
journalism  techniques.  The  New  York 
Times'  1969  headline,  “MEN  WALK 
ON  MOON,”  would  appear  today  as, 
“United  States  Astronaut  Neil  Arm¬ 
strong  is  first  person  to  .set  foot  upon 


the  moon.”  Better?  No.  Boring?  Yes. 

Another  troubling  sign  of  how  tech¬ 
nology  is  mutating  journalism  was 
revealed  recently  when  Yale  University 
asked  its  journalism  students  to  write 
a  one-page  paper  on  how  they  thought 
Watergate  would  be  covered  in  today’s 
world.  Essentially,  the  students  con¬ 
cluded  that  they  would  simply  Google 
“Nixon’s  secret  fund”  and  the  con¬ 
spiracy  would  appear  on  screen.  Good 
journalism  is  a  human  skill,  requiring 
human  intuition  and  human  relation¬ 
ships  —  traditional  door  knocking  and 
face-to-face  reporting  by  Woodward 
and  Bernstein  are  what  lead  to  Nixon’s 
resignation,  not  technology  or  the  ge¬ 
nius  of  a  software  engineer. 

The  Good 

2012  marks  E^Fs  128th  anniversary, 
and  we’re  celebrating  this  milestone 
with  a  publication  redesign.  Thanks  to 
the  design  skills  of  art  director  Robert 
Martin,  along  with  insight  and  assis¬ 
tance  from  managing  editor  Kristina 
Ackermann  and  associate  editor  Nu 
Yang,  this  issue  of  reflects  a  fresh 
new  look.  The  cover  format  now  allows 
for  a  full  bleed  and  multi-color  flex¬ 
ibility  in  the  logo.  The  contents  page  is 
better  organized,  easier  to  read,  and  the 
data  page  has  been  expanded  from  a 
single  page  to  a  double  truck  with  addi¬ 
tional  charts  and  bolder  graphics.  These 
are  just  three  of  the  many  changes  you’ll 
find  inside.  While  we  haven’t  radically 
altered  our  content  or  rearranged  the 
placement  of  editorial,  we  hope  that 
you’ll  find  the  redesign  cleaner,  livelier, 
and  more  contemporary.  —  JF 
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Press  associations 
must  step  up 

Ms.  Heckman’s  article  (“Opening 
the  Door,”  May  2012)  focuses  on 
an  issue  that  has  been  much  on  our 
minds  at  the  Washington  Newspa¬ 
per  Publishers  Association.  I  agree 
that  if  we  don’t  bring  Web-based 
news  media  into  our  associations, 
they’ll  form  their  own,  and  one  day 
well  be  joining  them. 

PAUL  ARCHIPLEY, 

Past  president,  Washington  Newspaper 
Publishers  Association 

Wisconsin  Newspaper 
Association  to  consider 
online-only  members 

In  early  2010,  members  of  the 
Wisconsin  Newspaper  Association 
amended  WNA  bylaws  to  per¬ 
mit  inclusion  of  online-only  news 
websites  as  associate  members.  We 
have  not  actively  recruited  these 
sites  to  become  associate  members 
but  are  ready  to  accept  them.  Un¬ 
der  the  revised  bylaws,  a  business 
member  would  remain  as  such  in 
the  event  the  member  newspaper 
would  transition  to  an  online-only 
news  website.  Language  was  also 
added  to  permit  (and  define)  an 
online-only  news  website,  which 
could  become  an  associate  business 
member  after  spending  one  year  as 
an  affiliate  member.  Associate  and 
affiliate  members  do  not  have  voting 
privileges  in  WNA  business  matters. 

MARY  CALLEN, 

Communications  director,  Wisconsin 
Newspaper  Association 


Sticking  with  print 

Uh  huh.  Alan  Mutter  is  CEO  of  a 
tech  firm,  a  consultant  in  search  of 
clients,  and  one  of  legions  of  blog¬ 
gers  (Newsosaur,  May  2012).  We 
just  printed  a  record  number  of  pa¬ 
pers  on  May  1,  and  two  of  our  papers 
were  60  percent  ad  content.  I  believe 
we’ll  stick  with  newspapers. 

MIKE  GRAVES 

Submitted  on  editorandpublisher.com 

Abu  Dhabi:  no  big  deal 

Do  the  math.  The  article  (“An  Un¬ 
likely  Oasis,”  May  2012)  says  The 
National  is  put  out  by  a  200-mem¬ 
ber  staff,  and  that  10  percent  of  the 
staff  is  from  America.  That  means 
only  20  staff  members  are  Ameri¬ 
cans.  Why  is  that  a  big  deal  when 
thousands  of  journalists  are  looking 
for  newsroom  employment?  It’s  not 
even  a  start. 

EDWARD  ZUCKERMAN 

Submitted  on  editorandpublisher.com 

Sad  omission 

Sadly,  this  story  (“An  Unlikely 
Oasis,”  May  2012)  does  not  mention 
the  basic  racist,  anti-Semitic  reality 
of  enterprises  such  as  the  one  hyped 
here:  No  Jews  need  apply. 

THOMAS  ELIAS 

Submitted  on  editorandpublisher.com 

Paying  for  answers 

The  warnings  have  been  coming  for 
years.  There  are  still  many  things 
wrong  with  the  approach  being  used 
by  both  industries  to  being  online. 


“I  agree  that  if 
we  don’t  bring 
Web-based  news 
media  into  our 
associations,  they’ll 
form  their  own,  and 
one  day  we’ll  be 
joining  them.” 


r 

Yet,  what  you  hear  are  the  exact 
words  that  the  older,  stuck-in-their- 
ways  veterans  complain  about  new 
media:  “Give  me  answers  for  free.” 

I  have  been  studying  the  Internet 
for  15  years:  analytics,  code  writing, 
ad-serving  technology,  etc.  (Took  my 
first  software  course  in  the  1960s.) 

In  my  experience,  zero  is  the  number 
of  times  anyone  in  old  media  parted 
vvdth  money  to  learn  how  to  bring 
their  website  to  the  top  of  search 
engine  rankings,  to  create  response 
metric  spreadsheets  that  give  clients 
actionable  data,  or  to  better  use  the 
Internet  to  improve  client  communi¬ 
cations.  New  media  companies  have 
their  wallets  out  when  it  comes  to 
advancing  their  online  posture.  It’s 
time  to  begin  handing  out  dollars  to 
technologists  who  understand  how 
to  tie  traditional  media  into  new 
media,  and  quit  looking  for  links  or 
ideas  for  free. 

SUBMITTED  ANONYMOUSLY  ON 

editorandpublisher.  com 

■—  Send  us  your  comments 

kristina@eciitorandpublisher.com 

■  “Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 
Please  include  your  name,  title,  city  and  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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Wisconsin  Newspaper  Association 
amended  WNA  bylaws  to  per¬ 
mit  inclusion  of  online-only  news 
websites  as  associate  members.  We 
have  not  actively  recruited  these 
sites  to  become  associate  members 
but  are  ready  to  accept  them.  Un¬ 
der  the  revised  bylaws,  a  business 
member  would  remain  as  such  in 
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online-only  new's  website,  which 
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Internet  to  improve  client  communi¬ 
cations.  New  media  companies  have 
their  wallets  out  when  it  comes  to 
advancing  their  online  posture.  It’s 
time  to  begin  handing  out  dollars  to 
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VOLUME  145 


A  Newspaper’s 

Documentary  film  follows  Jopli 
staff  after  deadly  tornado 

Nu  Y'ang 

year  has  passed  since 
an  EF-5  tornado  tore 
through  Joplin,  Mo., 

May  22,  2011.  Build¬ 
ings  were  destroyed,  and  lives 
were  forever  changed,  but  one  thing 
remained  the  same:  Tht  Joplin  Globe 
still  had  a  newspaper  to  put  out.  The 
Globe  is  published  daily  wth  a  30,000 
circulation. 

The  paper’s  stor\’  is  told  in  the  nearly 
hour-long  documentaiy  film  “Deadline 
in  Disaster,”  produced  by  the  Missouri 
Press  Association  and  directed  by 
Emmy-aw'ard-winning  team  Beth  Pike 
and  Stephen  Hudnell  with  assistance 
from  retired  Associated  Press  corre¬ 
spondent  Scott  Charton. 

Charton  reached  out  to  Missouri 
Press  Association  executive  director 
Doug  Crew's  with  the  idea  of  filming  a 
documentary’  about  the  Joplin  journal¬ 
ists.  The  team  had  previously  worked 
together  on  another  film. 

“Within  48  hours  of  the  storm  hit¬ 
ting,  w’e  w’ere  hearing  about  how  the 
Joplin  Globe  was  doing  a  wonderful 
job  of  getting  the  new's  out  to  people,” 
Crews  said.  “There  were  no  cellphones, 
no  Internet,  so  people  in  the  com¬ 
munity’  became  very  dependent  on  the 
new’spaper.” 

Globe  editor  Carol  Stark  was  will¬ 
ing  to  open  her  newsroom  to  the  film 
crew,  but  she  said  having  a  camera 
around  was  not  going  to  stop  her  staff 
from  doing  their  job.  They  took  to  the 
streets,  interviewing  people  and  taking 
photos,  even  though  they  already  had 
a  lot  on  their  plates.  Many  of  them  no 
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longer  had  a  home  or  car,  and  they  all 
were  coping  with  the  death  of  page 
designer  Bruce  Baillie. 

‘The  intention  of  the  film  was  to 
have  a  public  look  inside  of  a  newspa¬ 
per,  side  by  side  with  photographers 
and  reporters,”  Crews  said.  “It  was  a 
way  to  humanize  what  (journalists)  do 
on  a  daily  basis.” 

Pike  said  the  film  crew  followed  the 
Globe  staff  until  October  2011,  docu¬ 
menting  the  work  and  personal  lives 
of  newspaper  carriers,  photographers, 
and  reporters. 

The  first  film  screening  took  place 
May  3  in  Columbia,  Mo.,  to  a  crowd  of 
600  people,  including  Joplin  resi¬ 
dents,  volunteers,  and  Globe  staff.  In 
one  scene,  reporter  Wally  Kennedy 
recalled  the  moment  he  arrived  at  the 
hospital  to  interview  survivors,  only 
to  find  hundreds  of  people  “covered  in 
mud  and  blood.” 

“I  took  my  journalist’s  hat  off...  and 
put  on  the  hat  of  a  Joplin  resident,”  he 
said  in  the  film.  He  started  to  hand  out 
blankets  and  made  sure  people  had  a 
place  to  sit. 

For  Stark,  the  May  3  screening  was 
her  first  time  watching  the  documen¬ 
tary.  “I  cried  all  the  way  through. 
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but  it’s  not  a  sad  story.  It’s  not  a  story 
about  a  tornado;  it’s  a  story  about  a 
newsroom.” 

At  the  screening,  a  silent  auction 
to  help  fund  a  memorial  in  Joplin  for 
tornado  victims  and  survivors  raised 
nearly  $4,000,  according  to  Pike.  Part 
of  the  exhibit  will  focus  on  the  Globes 
work  after  the  storm. 

On  May  24  —  two  days  after  the  first 
anniversaiy  of  the  tornado  —  the  film 
was  screened  in  Joplin.  Stark  said  the 
paper  gave  out  1,300  free  tickets  to  the 
viewing. 

Looking  back  over  this  past  year. 
Stark  said  she  now  has  a  better 
newspaper.  “I  haven’t  lost  one  single 
reporter.  For  many,  Joplin  is  their 
town,  and  young  reporters  are  coming 
to  work  here  from  other  places.  We’re 
more  in  tune  with  our  readers,  our  site 
is  lively,  and  there’s  more  urgency  to 
our  paper.” 

Pike  said  she  would  like  to  take  the 
film  nationally  and  show  it  at  film  fes¬ 
tivals  around  the  countiy’,  while  Crews 
said  his  goal  is  to  use  the  film  in  jour¬ 
nalism  classrooms  as  a  teaching  tool. 

The  “Deadline  in  Disaster”  DVD  is 
available  for  purchase  from  the  Mis¬ 
souri  Press  Association  (mopress.com). 
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►  Jeff  Koyen 


Making  an 

Impact 


From  Pitch  to 
Paycheck  K 


New  startup 
Assignmint  hopes 
to  change  freelance 
journalism 


Pittsburgh  Courier  was  known 
as  most  influential  black 
newspaper  in  U.S. 


Imagine  a  digital  location  where  free¬ 
lance  writers  can  pitch  story  ideas  and 

editors  can  manage  invoices  \vith  a  just  a  click 
of  a  button.  Startup  company  Assignmint  has 
made  this  possible.  Based  in  Venice,  Calif.,  As¬ 
signmint  officially  launched  in  April  and  opened 
a  public  beta  last  month  at  assignmint.com. 

Chief  executive  officer  and  founder  Jeff  Koyen 
said  the  idea  for  Assignmint  came  from  his  own 
personal  background.  Koyen  worked  for  more 
than  20  years  as  a  freelance  writer  and  as  an 
editor  for  publications  such  as  Neri’  York  Press, 
Forbes  Traveler,  and  Travel  +  Leisure.  After  work¬ 
ing  on  both  sides  of  the  table,  Koyen  said  he  saw  a 
need  for  a  system  that  could  manage  the  work¬ 
loads  of  freelancers  and  editors. 

Assignmint  is  a  browser-based  system  that  can 
be  accessed  anywhere.  “It’s  very  quick,  secure 
software  that  creates  a  better  user  experience,” 
Koyen  said. 

The  software  language  is  written  to  be  intuitive, 
Koyen  said.  Functions  include  story  pitches,  log¬ 
ging  assignments,  and  filing  invoices. 

Koyen  said  he  paid  for  the  project’s  initial 
development,  but  he  has  since  found  private 
investors  to  help  \vith  ftmding.  According  to  him, 
Assignmint  will  offer  a  free  account  to  individual 
freelancers,  but  editorial  teams  are  given  the  op¬ 
tion  to  pay  for  a  premium  subscription  with  extra 
features.  Those  can  be  purchased  for  about  $10 
per  month,  Koyen  said. 

The  Assignmint  team  includes  chief  technol¬ 
ogy  officer  John  Engstrom  and  an  advisory  board 
made  up  of  media  professionals,  including  Us 
Weekly  co-managing  editor  Michael  Quinones, 
journalism  professor  Aileen  Gallagher,  and  free¬ 
lance  journalist  and  editor  Alexander  Zaitchik. 

“Our  goal  is  to  eliminate  all  the  paperwork  that 
comes  with  invoices  and  contracts,  so  writers  and 
editors  can  get  to  their  real  work,”  Koyen  said. 
“We’re  creating  a  product  that  speaks  realisti¬ 
cally  to  both  sides  and  empowers  conversations 
between  writer  and  editor.”  —NY 


Historic  black  newspaper 
the  Pittsburgh  Courier 
was  honored  for  its  100th 
anniversary  with  a  museum 
exhibit  at  the  Sen.  John  Heinz 
History  Center  in  Pittsburgh. 

The  exhibit  opened  last  year  and 
ended  in  June. 

The  Courier,  once  known  as  the 
largest  and  most  influential  black 
weekly  newspaper  distributed  in 
the  U.S.,  began  publication  in  1910. 
The  recent  exhibit  included  the 
oldest-known  existing  copy  from 
Nov.  5, 1910. 

Dorothy  Jenkins  Fields,  a  his¬ 
torian  and  founder  of  the  Black 
Archives,  History  and  Research 
Foundation  of  South  Florida  Inc., 
wrote  in  The  Miami  Herald  "Early 
editions  (of  the  Courier)  began 
protesting  racial  segregation  by 
custom  and  law,  including  slum 
conditions  where  black  people 
were  forced  to  live,  in  Pittsburgh 
and  throughout  the  nation.  Simul¬ 
taneously  the  Courier  encour¬ 
aged  black  people  to  empower 
themselves  economically  and 
politically." 

Throughout  its  history,  the 
Courier  fought  against  segrega¬ 
tion  on  its  pages.  Fields  said,  "One 
of  the  Courier’s  sportswriters, 
Wendell  Smith,  used  his  column 
to  denounce  Major  League  Base¬ 
ball’s  then-policy  of  excluding 
blacks.  Smith’s  efforts  were  a 
contributing  factor  when  Jackie 
Robinson  broke  ‘the  color  barrier’ 
and  signed  with  the  Brooklyn 
Dodgers." 


Ssbureh  0)urier 

_ S-- _ 

Thefana  Lovette  YMCA  opens 


According  to  Fields,  the  Courier 
partnered  with  a  group  called  the 
Pullman  Porters,  a  network  of 
black  train  workers  who  traveled 
to  the  South,  where  black  news¬ 
papers  were  usually  banned  or 
destroyed.  With  the  Stop  and  Drop 
campaign.  Fields  said  whenever  a 
train  stopped,  "A  bundle  of  papers 
were  dropped  and  sold  through¬ 
out  the  segregated  regions." 

By  1948,  the  weekly  national 
circulation  was  450,000,  and  the 
paper  had  400  employees  in  14 
cities.  The  paper  was  sold  to  the 
Chicago  Defender  in  1965,  but 
another  era  soon  began  when  the 
New  Pittsburgh  Courier  was  cre¬ 
ated  a  year  later.  The  paper  con¬ 
tinues  to  publish  every  Wednes¬ 
day  with  the  same  mission  it 
championed  a  century  ago.  —NY 
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Coming  Home 

Newspapers  chronicle  the 
lives  of  returning  veterans 

y  using  strong  storytell¬ 
ing,  vivid  images,  and 
narrative  videos,  seven 
newspapers  from  around 
the  country’  will  document  the  lives 
of  returning  veterans  of  the  Iraq  and 
Afghanistan  wars  in  a  series  called 
“American  Homecomings.”  The  proj¬ 
ect  is  from  Digital  First  Media  and 
features  the  Denver  Post;  the  Oakland 


American 

Homecomings 


(Mich.)  Press;  the  Salt  Lake  Tribune; 
the  New  Haven  (Conn.)  Register;  the 
Chico  (Calif.)  Enterprise  Record;  the 
Contra  Costa  (Calif.)  Times;  and  the 
York  (Pa.)  Daily  Record. 

According  to  Denver  Post  senior 
editor  for  investigations  and  projects 
Lee  Ann  Colacioppo,  it  was  Post  editor 
Greg  Moore  who  developed  the  idea 
to  create  a  digital  project  that  incorpo¬ 
rates  the  entire  company.  Colacioppo 


{legal  briefs}  »  \ 


Wsconsin  paper  sues 
dty  police  and  fire 
commission 

The  Journal  Times  of  Racine,  Wis.,  is  su¬ 
ing  the  dty  police  and  fire  commission 
after  a  request  for  records  was  denied. 
The  paper  sought  the  records  on  a  vote 
to  reopen  the  search  for  the  dty's  next 
police  chief.  The  commission  reopened 
the  search  after  a  finalist  dropped  out 
but  later  reversed  that  decision  amid 
daims  of  discrimination.  In  the  com¬ 
plaint,  the  Journal  Times  claims  the 
commission  violated  the  state  open 
records  law,  but  the  dty  dted  a  1963 
Wisconsin  Supreme  Court  decision  and 
"reasonable  concerns"  for  the  personal 
well-being  of  conunissioners.  The  paper 
asked  the  commission  to  reconsider  its 
denial,  but  they  did  not,  stating  there 
were  also  "significant  public  policy  bas¬ 
es"  for  the  denial,  and  commissioners 
expressed  reasonable  concerns  for  their 
personal  well-being  if  their  votes  were 
released.  The  commission  then  offered  a 
compromise  -  to  release  the  records  five 
days  after  the  new  chief  was  selected  - 
but  the  Journal  Times  rejected  this  offer. 


Judge  dismisses 
billionaire’s  libel  suit 

A  Florida  judge  dismissed  a  libel  suit  filed  i 
by  Palm  Beach  billionaire  Jeff  Greene  | 

against  Times  Publishing  Co.,  publisher  ' 
of  the  Tampa  Bay  Times.  Greene,  who 
lost  the  2010  Democratic  primary  for 
the  U.S.  Senate,  filed  suit  against  the 
Times  (then  known  as  the  St.  Petersburg 
Times)  and  The  Miami  Herald  He  alleged  i 
that  three  articles  written  by  the  Times 
reporters  that  also  appeared  in  the  Her-  ! 
old  cost  him  the  primary  and  defamed  ! 
his  reputation,  but  a  circuit  court  judge 
ruled  otherwise.  Not  only  did  Greene  fail  j 
to  “properly  allege"  that  the  Times  was 
"reckless,"  according  to  the  judge,  but 
"the  plaintiff  is  asking  the  court  to  en¬ 
gage  in  a  post-election  analysis  and  lo 
award  damages  against  the  defendants 
for  a  lost  election."  Greene's  attorney 
said  they  plan  to  appeal.  i 


Police  officers  sue 
Chicago  Sun-Times 

Five  Chicago  police  officers  have  sued 
the  Chicago  Sun-Times  over  publish¬ 
ing  photo  lineups  that  included  names 
and  faces  of  the  officers  standing  next 
to  Richard  J.  Vanecko,  former  Mayor 
Richard  Daley's  nephew.  Vanecko  had 
been  accused  of  punching  a  man  in 
2004,  who  died  11  days  later  from  brain 
injuries.  Vanecko  was  not  charged  in  his 
death.  The  federal  lawsuit  alleges  that 
the  newspaper  violated  the  officers'  pri¬ 
vacy  by  disclosing  personal  information 
on  their  drivers'  license,  such  as  height 
and  weight.  The  Sun- Times  obtained  the 
information  from  the  Illinois  Secretary 
of  State’s  motor  vehicle  records,  the 
complaint  said.  The  officers  said  in  the 
suit  that  they  were  “gravely  concerned 
for  their  safety,"  Police  officers  are  com¬ 
monly  used  in  lineups,  according  to  the 
suit,  but  the  complaint  alleges  that  the 
publication  of  the  personal  information 
violated  the  Drivers  Privacy  Protection 
Act  and  that  the  officers  are  entitled  to 
monetary  damages. 
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and  Moore  reached  out  to  other 
DF'M  papers  beginning  in  Febru¬ 
ary,  asking  the  editors  to  identify 
soldiers  who  were  willing  to  let 
reporters  follow  them  for  a  year. 

“We  gradually  developed  a  list 
with  a  nice,  diverse  mix  of  the 
actual  veteran  population,”  Cola- 
cioppo  said.  The  series  will  feature 
eight  soldiers,  including  a  married 
couple  —  both  Army  veterans  — 
from  Michigan,  and  a  Marine  in 
Connecticut  w  ho  turned  to  ballet 
after  returning  from  Iraq. 

The  project  launched  May  1  at 
americanhomecomings.com.  It  is 
updated  every'  Monday  with  a  new 
chapter  in  a  veteran’s  life.  Cola- 
cioppo  said  each  individual  paper 
decides  which  topics  to  cover,  but 
they  are  asked  to  include  photos 
and  video  with  their  story. 

"The  goal  is  for  the  narratives  to 
be  beautifully  photographed  and 
written,”  she  said.  Colacioppo, 
who  oversees  editorial  content 
for  the  series,  also  uploads  each 
veteran’s  story'. 

The  site  features  a  searchable 
database  for  national  veteran’s  ser¬ 
vices  built  by  Warrior  Gateway,  a 
partner  with  DFM  on  the  project. 
Colacioppo  said  DFM  is  interested 
in  creating  more  partnerships  with 
nonprofit  groups  who  have  good 
access  to  veteran’s  issues. 

In  addition,  the  site  features 
relevant  veteran  new's  from  other 
media  outlets  and  a  list  of  blogs  for 
veterans,  soldiers,  and  the  military'. 
Readers  are  also  invited  to  submit 
their  ow'n  veteran  story  and  send 
in  photos  to  share. 

‘The  site  is  really  a  public  service 
project,”  Colacioppo  said.  “We’re 
doing  it  for  the  veterans  w'ho 
are  returning  and  to  serve  that 
community  ...  the  feedback  we’ve 
received  so  far  is  from  readers 
thanking  us  for  sharing  these  sto¬ 
ries  and  veterans  who  appreciate 
the  attention  to  the  subject.”  —NY 
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Working  Together 

New  investigative  center  collaborates  with  media,  J-schools 


After  spending  31  years  in  the 

newspaper  industry,  reporter  Jim 
Heaney  decided  to  start  out  again 
on  his  own.  The  result  was  Investigative 
Post,  a  new  investigative  center  that  col¬ 
laborates  with  major  media  outlets  and 
university  journalism  programs  to  produce 
and  distribute  investigations  and  analyses 
on  major  issues  in  Buffalo  and  western  New 
York.  The  nonprofit  organization  officially 
launched  in  February  and  can  be  found  at 
investigativepost.org. 

Heaney's  background  includes  six  years 
with  the  Orlando  Sentinel  as  a  reporter 
and  editor,  and  25  years  with  The  Buffalo 
News  as  an  investigative  reporter.  He  was  a 
Pulitzer  Prize  finalist  in  1993. 

After  taking  a  buyout  last  August,  He¬ 
aney  said  he  still  had  an  itch  to  do  inves¬ 
tigative  journalism.  When  he  was  23,  he 
started  his  own  weekly  paper  and  now,  he 
wanted  to  start  on  a  similar  venture  again. 
"I'm  56,  so  it  was  now  or  never,"  he  said. 

By  September,  Heaney  was  securing  a 
website,  exploring  funding  options,  and 
forming  partnerships  with  other  media 
outlets.  Today,  his  site  is  live;  he  projects  an 
estimated  annual  budget  of  $400,000  to 
$500,000  once  everything  is  fully  up  and 
running.  His  current  partners  include  local 
NBC  affiliate  and  Gannett-owned  WGRZ- 
TV  and  Artvoice,  the  region's  alternative 
newsweekly.  He  also  shares  content  with 
two  local  radio  stations  and  his  former 
employer,  the  Buffalo  News. 

"Jim  brings  in  his  experience,"  said  Jeff 
Woodard,  WGRZ-TV  news  director.  "He 
knows  the  issues  of  western  New  York  and 
the  players  for  each  story." 

Woodard  said  by  combining  Heaney's 
old-school  journalism  background  with 
digital  media,  watchdog  journalism  can  be 
kept  alive.  "Our  goal  is  to  become  the  leader 
in  investigative  reporting.  By  adding  Jim  to 
our  team,  it  ups  the  game  more  for  us." 

Heaney  has  also  partnered  with  local 
universities  including  $t.  Bonaventure  Uni- 


InvestigativePost 
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versity.  University  of  Buffalo,  and  Medaille 
College.  He  has  plans  to  set  up  internships 
and  guest  iectures  as  well  as  to  create 
"network  beats"  where  his  reporters  can 
work  with  experts  in  academics. 

Although  Heaney  currently  operates  as  a 
one-man  band,  he  has  a  board  of  direc¬ 
tors  that  includes  veteran  reporters  and  a 
Pulitzer  Prize-winning  political  cartoon¬ 
ist.  He  expects  to  hire  four  more  full-time 
reporters  this  year,  as  well  as  a  multimedia 
production  team. 

Heaney's  biggest  challenge  so  far  is 
making  people  aware  of  the  site.  "1  have  to 
put  faith  in  growing  my  brand,"  he  said.  "I 
want  to  make  sure  good  stories  get  the  at¬ 
tention  and  that  I  get  our  work  in  front  of  a 
broad  audience."  His  goal  includes  expand¬ 
ing  across  upstate  New  York. 

Investigative  centers  have  only  been 
around  for  the  last  five  years,  Heaney 
said,  but  he  feels  media  collaborations  will 
continue  to  grow.  "For  print,  investigative 
reporting  is  the  most  expensive  and  time- 
consuming,  so  we're  seeing  less  of  it,  and 
we  have  less  people  doing  it.  Centers  can 
help  fill  part  of  the  gap... 

(Collaborations)  are  an 
economic  necessity, 
and  it  makes  more 
sense  to  work  with  each 
other."  —NT” 

*  Jim  Heaney 
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Young  Journalists 
Bring  Down 
Corrupt  Sheriff 

Two  young  Kentucky 
journalists  were  able 
to  take  down  a  cor¬ 
rupt  sheriff,  thanks  to  their 
research  and  hard  work. 

Corbin  (Ky.)  Times-Tribune 
managing  editor  Samantha 
Swindler  and  reporter  Adam 
Sulfridge  (then  27  and  20 
respectfully)  began  investi¬ 
gating  former  Whitley  County 
Sheriff  Lawrence  Hodge  three 
years  ago.  As  a  result  of  the 
investigation,  Hodge  was  sen¬ 
tenced  to  more  than  15  years 
in  prison  after  pleading  guilty 
in  a  federal  court  to  drug- 
related  charges,  extortion,  and 
money  laundering. 

Since  then,  Sulfridge  has 
graduated  from  college,  and 
Swindler  is  now  editor  and 
publisher  of  the  Tillamook 
Headlight  Herald,  an  Oregon- 
based  weekly. 


» Special  “man  on  the  moon”  editions  of  Today  were  delivered  by  boat  to  specta-  ^ 
tors  who  gathered  in  Cape  Canaveral,  Fla.,  to  witness  the  launch  of  Apollo  11  from 
Kennedy  Space  Center  on  July  16, 1969.  According  to  Gannett,  sales  of  the  special 
edition  exceeded  100,000  copies.  This  photo  originally  appeared  in  the  Aug.  2, 1969 
edition  of  £SP. 
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Arkansas  Democrat- 
Gazette  investigates 
unfiled  warrants 

An  investigation  by  report¬ 
ers  from  the  Arkansas 
Democrat -Gazette  led 
to  Phillips  County  Sheriff  Ronnie 
White  admitting  that  his  office 
does  not  enter  felony  warrants 
for  wanted  fugitives  into  state  or 
national  crime  databases. 

The  paper  uncovered  more  than 
400  unserved  warrants,  some  of 
which  were  for  fugitives  who  had 
been  stopped  on  traffic  violations 
and  released  because  their  infor¬ 
mation  was  not  properly  entered 
in  the  state's  database.  Citing 
budget  shortfalls,  White  said  the 
sheriff's  department  could  afford 
neither  the  equipment  necessary 
to  enter  the  warrants  into  the  da¬ 
tabases  nor  the  people  necessary 
to  staff  that  equipment. 

White  is  not  seeking  re-election 
and  will  retire  at  the  end  of  his 
current  term.  He  has  said  he  will 
look  for  an  alternative  way  to  alert 
other  law  enforcement  agencies 
when  a  fugitive  is  wanted  in  Phil¬ 
lips  County. 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 


News  Literacy  in  a  New 
Democracy 

Center  for  News  Literacy'  teaches 
Bhutan  citizens  the  importance  of 
reliable  information 


Today’s  media  landscape 

—  replete  with  blogs,  tweets, 
status  updates,  opinions, 
and  gossip  —  has  challenged 
consumers  to  wade  through  sources  to 
determine  which  are  credible. 

Stony  Brook  University,  located  on 
Long  Island  in  New  York,  established 
the  first-ever  Center  for  News  Literacy 
in  2007.  The  curriculum  has  since 
spread  to  31  college  campuses  and  a 
dozen  high  schools  in  the  U.S. 

The  school  announced  in  April  it 
had  signed  on  to  a  three-year  project 
in  the  Kingdom  of  Bhutan,  a  tiny 
Himalayan  nation  that  implemented 
democracy  in  2008.  Since  then,  the 
country’s  media  outlets  have  grown 
from  one  newspaper  to  11  and  from 
one  radio  station  to  seven. 

‘There  was  an  explosion  of  media,” 
said  Stony  Brook’s  dean  of  journalism 
Howard  Schneider.  ‘The  citizens  were 
not  ready  to  separate  the  propaganda, 
which  you  need  to  have  a  functioning 
democracy.” 

Siok  Sian  Pek-Doiji,  e.xecutive  direc¬ 
tor  of  the  Bhutan  Center  for  Media 
and  Democracy,  attended  Stony 
Brook’s  News  Literacy  Conference  and 
expressed  interest  in  working  with 
Stony  Brook  to  further  news  literacy  in 
her  home  country. 

“We  wanted  to  know  if  our  teaching 
could  be  exported  overseas,”  Schneider 


anthrozoology 

(n.)  the  study  of  human-animal  relationships 

“The  task  of  distinguishing  hype  from  reality  on  this 
question  falls  to  anthrozoology,  the  new  science  of 
human-animal  relationships.” 

-  Hal  Herzog,  The  New  York  Times,  Jan.  3, 2011 


>  Center  for  News  Literacy  director  Dean 
Miller  listens  to  a  workshop  participant. 

said.  “And  we  wanted  to  be  able  to 
teach  the  key  principles  of  free-flowing 
information,  how  to  apply  standards, 
and  show  how  (news  literacy)  can  help 
their  citizens  make  decisions.” 

Center  for  News  Literacy  direc¬ 
tor  Dean  Miller  and  faculty  member 
Michael  Spikes  traveled  to  Bhutan 
this  spring  to  lead  a  weeklong  series  of 
workshops  in  the  capital  city  of  Thim¬ 
phu.  A  group  of  20  teachers  attended 
the  workshops  on  how  to  develop 
student  publications  and  broadcasts, 
and  teach  students  how  to  responsibly 
share  information,  hold  the  news  me¬ 
dia  accountable  for  errors,  and  engage 
in  constructive  debate.  Since  democ¬ 
racy  is  still  new  to  tbe  country,  lessons 
also  included  activities  on  how  to  teach 
the  democratic  process  to  students. 

“Many  of  our  lessons  made  sense 
halfway  around  the  world,”  Miller  said, 
adding  that  by  the  end  of  the  week,  the 
teachers  were  so  passionate  that  he 
knew  the  material  was  working. 

“It’s  a  humbling  thing  to  see  de¬ 
mocracy  at  the  start,”  he  said.  “As  a 
journalist,  it’s  a  big  lesson  to  be  able  to 
look  at  these  newspapers  at  infancy.  A 
variety  of  brand-new  papers  are  evolv¬ 
ing,  and  it  reinforces  that  newspapers 
play  a  part  in  building  identity  and 
community.”  —NY 
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SNOWED  IN 

Melanie  Stengel  New  Haven  (Conn.)  Register 

A  pedestrian  makes  her  way  across  the  New  Haven  Green. 
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►  Print  vs.  Online  Advertising  Revenue 

In  Millions  of  Dollars 

Online 

$48,244  549,435  549^275 


Source:  Newspaper  Association  of  America 
Note:  Numbers  are  rounded 
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►  Newspaper  Topics  Differ  from  Other  Media 

Percentage  of  Newshole  Newspaper 
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112.8% 


»-5%9  0%  9.9% 

«  e^H 


Media  Overall 


Source:  PEJ.  The  Year  in  News  2011 
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[critical  thinking  ^ 

J -school  students  and  industry  vets 
tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang{aeditorandpublisher.com. 


If  you  were  in  charge  of  increasing  your 
^  print  subscriptions  among  young  readers 
(ages  18-35),  how  would  you  do  it? 


Young  readers 
expect  convenience 
*  and  speed,  but 
they  also  desire  exclusi\it>- 
and  status.  Digital  media  has 
pro\  en  to  be  the  superior  outlet 
for  young  readers  to  meet  the 
expectation  of  accessibiliU". 

However,  that  does  not  mean 
print  subscriptions  have  no 
appeal.  There  is  the  potential 
for  growth  in  this  segment  if 
marketed  correctly. 

Were  I  asked  to  increase  print 
subscriptions  among  young 
readers,  I  would  highlight  the 
aspects  of  print  that  digital 
cannot  offer.  For  example, 
the  24-hour  digital  news  cy  cle 
leaves  little  room  for  suspense. 

Comparatively,  a  daily,  weekly, 
or  monthly  print  publication  gives  readers  the  time  to 
be  eager,  curious  —  to  ponder,  talk,  and  guess.  I  would 
market  this.  The  publication  would  become  like  a  weekly 
telexision  show.  There  would  be  forums  created  for  discus¬ 
sion:  WTio  will  be  on  the  ne.xt  cover?  What  topics  will  be 
covered?  What  new  information  regarding  the  person,  the 
issue,  or  the  industiy  will  be  revealed? 

The  sub.scription  and  these  forums  would  be  exclusive. 
There  is  power  and  appeal  in  the  openness  of  the  Internet, 
but  there  is  an  attractix  eness  that  comes  xxith  the  feeling 
that  one  is  part  of  an  elite  group.  Getting  a  subscription 
xvould  require  an  inxitation.  The  first  to  receixe  them 
xvould  be  among  the  opinion  leaders  of  the  targeted  youth. 

The  forums  for  members  and  the  promotions  for  hoxv  to 
get  an  inxitation  xvould  most  likely  appear  in  the  digital 
xvorld.  WTiile  print  subscriptions  may  still  hax'e  a  market 
in  young  readers,  this  group  is  better  connected  digitally. 
With  the  dxTiamics  of  Internet  and  mobile  use  constantly 
changing,  there  is  still  an  important  stability'  found  in 
print.  Perhaps  my  generation  can  recognize  the  stabil¬ 
ity,  appreciate  the  suspense,  invest  in  the  e.xclusixity,  and 
maybe  even  come  to  consider  print  “cool.” 


Ain  recent  years,  many 
•  nexvspapers  have  used 
•  their  limited  marketing 
resources  to  target  best  prospects, 
those  consumers  xx'ho  “look  like” 
our  current  subscribers,  xvho  are 
generally  older  and  more  afflu¬ 
ent.  One  key  part  of  the  equation 
to  reach  the  18-to-35  age  group 
xx'ould  have  to  be  adjusting  our 
marketing  strategies  to  redirect 
toxvard  this  younger  audience. 

Tactics  could  include  aggressive 
marketing  on  college  campuses, 
reinstating  or  beefing  up  high 
school  Nexx'spaper  in  Education 
and  apartment  programs,  as  xvell 
as  targeted  media  campaigns 
including  social. 

On  the  content  side,  adding  some  new,  younger  voices  would 
no  doubt  help.  Again,  in  recent  years  the  content  mix  has 
tended  toxvard  stories  that  xx'ill  resonate  w'ith  our  current  au¬ 
dience  more  than  those  that  might  help  us  expand  our  reach 
to  younger  readers.  Different  storx'telling  techniques,  espe¬ 
cially  more  xisually  appealing  graphic  presentations,  xvould 
be  xx’orth  exploring.  These  younger  readers  may  need  more 
conte.xt  or  background  for  certain  stories,  and  quicker  reads 
and  more  engaging  headlines  are  likely  to  help  involve  this 
audience  that  is  more  accustomed  to  recemiig  information 
x'ia  te.xt,  txx'eet,  or  email. 

Traditional  thinking  is  that  Sunday  is  our  best  offering  for 
this  age  group,  and  it  may  well  be,  but  the  traditional  Sunday 
nexvspaper  may  be  overwhelming  for  some.  While  there  is  no 
doubt  a  significant  interest  in  shopping  and  sax'ings  among 
this  population,  the  group  —  w  hich  includes  households  with 
young  children  —  may  have  even  less  time  to  read  on  Sunday 
than  other  age  groups.  An  alternate  Sunday  product  xvith 
quicker  reads  and  a  summary  of  the  week’s  news  that  includes 
the  all-important  advertising  inserts  might  be  an  avenue  to 
explore.  However,  the  print  edition  may  never  be  the  vehicle  of 
choice  for  this  age  group.  A  replica  e-edition,  perhaps  supple¬ 
mented  by  home  delix  ery  of  Sunday  advertising  inserts,  or  a 
digital  subscription  may  be  our  best  chance  to  turn  this  group 
into  loyal  readers.  ■ 


Kelley  Sousa,  21, 

Senior,  University  of  North 
Carolina  at  Chapel  Hill 

Sousa  is  majoring  in  journalism/public 
relations  and  Hispanic  studies,  with  a 
double  minor  in  social  and  economic 
justice.  This  summer,  she  is  an  intern 
with  Reese  News,  a  digital  media  proj¬ 
ect  currently  experimenting  with  how 
to  provide  creative  political  coverage  on 
a  mobile  interface.  She  hopes  to  apply 
her  passion  for  service  by  pursuing  a 
job  in  public  affairs. 


Terri  F.  Edwards,  46, 

Director  of  marketing  and 
communications,  Richmond  (Va.) 
Times-Dispatch 


Edwards  has  been  with  the  Times- 
Dispatch  since  1997,  previously  serving 
as  audience  growth  manager  and 
promotion  coordinator.  Before  joining 
the  newspaper,  she  worked  in  the 
fundraising  industry.  A  native  of  Buffalo, 
N.Y.,  she  is  a  graduate  of  Virginia  Tech. 
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newsosaur  Offline /On  Target 


A  Digital  Publishing  Model 


That  Works 

What  newspapers  can 
learn  from  Linkedin 

By  Alan  D.  Mutter 

There’S  a  publisher  whose 
sales  doubled  In  the  first 
quarter  of  this  year,  with 
display  advertising  revenues 
climbing  73  percent,  subscription  sales 
rising  90  percent,  and  recruitment 
revenues  gaining  122  percent. 


The  publisher’s  name  is  Linkedin,  and 


the  quarter  w'as  not  unusual.  Sales  at  the  by  114.8  percent  in  2011  —  at  the  help  you  contact  people  you  w  ould 


digital  networking  and  recruiting  site  grew  same  time  interactive  revenues  at  like  to  meet.  Taking  a  cue  from  com- 


DAILY 

DEALS? 

Newspapers  have  been 
doing  that  for  100  years! 


Now  you  can  use  social  media  and  e-mail  to  deliver 
newspaper  ads  to  shoppers  online.  Ad  Supercharger  helps 
your  advertisers  extend  their  reach,  helps  shoppers  find 
great  deals  and  helps  newspapers  make  more  money. 


America’s  newspapers  collectively 
advanced  by  6.8  percent. 

Why  is  Linkedin  doing  so  much 
better  than  newspapers,  which 
dominated  the  emplojTnent  vertical 
not  so  many  years  ago? 

Because  Linkedin  is  e.xecuting 
crisply  on  a  state-of-the-art  digital¬ 
publishing  model  that  contrasts 
rather  sharply  with  the  approach 
newspapers  have  taken  since  they 
segued  into  interactive  publishing 
nearly  two  decades  ago. 

Newspapers  can  learn  a  lot  from 
Linkedin,  which  was  built  from 
the  ground  up  to  exploit  a  carefully 
targeted,  revenue-rich  vertical:  the 
hundreds  of  millions  of  business 
people  who  want  to  make  valu¬ 
able  connections  to  advance  their 
careers  —  and  the  tens  of  thou¬ 
sands  of  recruiters  seeking  the  best 
possible  talent. 

Linkedin  encourages  people  to 
publish  a  free,  detailed  profile  of 
themselves,  and  then  begin  building 
connections  among  as  many  friends 
and  strangers  as  they  can.  You  can 
link  directly  to  someone  you  already 
know,  or  request  intermediaries  to 


puter  games,  Linkedin  even  keeps 
score  of  how'  many  connections  you 
have  made. 

The  depth  and  breadth  of  its  audi¬ 
ence  has  established  Linkedin  as 
the  unchallenged  social  network  for 
business,  making  it  the  place  to  seek 
new'  business  contacts  or  to  recruit 
fresh  talent  for  your  company. 
Perhaps  the  single  greatest  appeal 
of  Linkedin  is  that  your  profile  acts 
just  like  a  resume,  so  you  can  openly 
make  yourself  available  to  new' job 
opportunities  w'ithout  running  afoul 
of  the  boss. 

Linkedin’s  traffic  has  quintupled 
since  2008,  rising  to  150  million 
registered  worldwide  users  at  the 
end  of  2011,  according  to  the 
company. 

The  steady  growth  has  created  a 
deep,  rich,  and  eminently  searchable 
database,  thanks  to  the  carefully 
structured  way  that  Linkedin  gath¬ 
ers  information  from  individuals  as 
they  create  and  update  their  profile. 

With  all  the  pieces  in  place, 
Linkedin’s  triple-play  revenue 
model  produced  a  triple-digit  sales 
increase  in  2011: 


W  Ad  Supercharger 

AdSupercharger.con 

salesdgreenshootmedid.cofn 

256-275-4333 
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•  The  company  generated  54  percent  of  its  sales 
from  recruiters  seeking  to  identify,  evaluate,  and 
contact  potential  job  candidates.  The  recruiting 
service  includes  not  only  access  to  Linkedin’s 
steadily  growing  global  database,  but  also  a  suite 
of  tools  that  allows  an  employer  to  manage  the 
entire  hiring  process  from  beginning  to  end. 

•  Linkedin  drew  25  percent  of  its  revenue  from  the 
sale  of  display  advertising  to  an  audience  that  it 
says  rivals  the  high-end  demographics  of  The  Wall 
Street  Journal. 


Be  viraL  Because  Linkedin  is  explicitly  about  network¬ 
ing,  it  is  by  definition  viral.  By  fulfilling  the  needs  of 
its  community,  Linkedin  grows  organically  and  inex¬ 
pensively,  reducing  the  costs  of  creating  content  and 
marketing  its  brand. 

Final  factoid:  A  year  after  its  IPO,  Linkedin’s  stock  market 
capitalization  of  $12  billion  was  114  times  greater  than  the 
combined  value  of  the  shares  of  A.H.  Belo,  Gannett,  Gate- 
House  Media,  Journal  Communications,  McClatchy,  Media 
General,  the  New  York  Times  Co.,  E.W.  Scripps,  and  the 
Washington  Post  Co.  ■ 


•  The  company  got  20  percent  of  its  revenue 
from  selling  premium  services  to  individuals  and 
companies  that  want  more  and  deeper  access 
to  data  than  the  free  platform  permits.  The  most 
popular  aspect  of  the  premium  service  is  the  abil¬ 
ity  to  send  an  email  directly  to  a  contact  you  don’t 
know,  rather  than  trying  to  connect  through  an 
intermediary  in  your  extended  network. 

To  be  sure,  Linkedin  is  in  a  different  business  than 
newspapers  —  but  not  that  different.  As  recently  as  2000, 
publishers  collectively  sold  $8.7  billion  in  recruitment 
advertising.  Last  year,  the  vertical  tumbled  to  $743.4  mil¬ 
lion,  the  lowest  production  since  1977- 
What  went  wrong?  While  newspapers  stuck  with  the  clas¬ 
sic  model  of  putting  job  ads  in  front  of  thousands  of  people 
in  hopes  of  matching  employers  with  job  seekers,  Linkedin 
leverages  the  full  power  of  digital  publishing  to  find  the 
ideal  candidates  for  employers  —  even  when  they’re  not 
looking  for  jobs. 

Publishers  planning  to  venture  beyond  websites  that 
simply  repurpose  their  print  products  —  and  everyone 
should  be  —  can  learn  a  lot  from  the  factors  that  fueled 
Linkedin’s  success: 

Be  targeted.  Rather  than  try  to  be  all  things  to  all  people, 
Linkedin  serves  a  large,  valuable,  carefully  selected  and 
carefully  cultivated  audience. 

Be  focused.  Where  print  and  digital  newspaper  products 
pride  themselves  on  carrying  something  for  everyone, 
Linkedin  only  invests  in  features  that  will  enrich  the 
data  it  sells. 

Be  interactive.  While  newspaper  websites  for  the  most 
part  are  staff-produced,  one-way  media  designed  to 
serve  essentially  passive  readers,  Linkedin  is  powered 
efficiently  by  users  who  continuously  build  -  and,  there¬ 
fore,  build  the  value  of  -  its  ever-growing  database. 


A/an  D.  Mutter  is  a  newspaper  editor 
who  Iwcame  a  Silicon  Vallep  CEO  and 
today  is  a  consultant  to  media  and 
technology  companies.  He  blogs  at 
Reflections  of  a  Newsosaur 
( newsosa  u  r.  blogs  pot.  com). 
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Newspapers 

Advocate  maintaining  existing  management 

New  revenue  opportunities:  Higher  print  quality 
and  new  technology  —  web,  apps,  digital  editions  and 
more. 


Cost  Savings:  Specialists  in  ad  production,  layout, 
web  updates,  video,  sales  strategies,  call  routing,  finan¬ 
cials  and  back  office  organization 
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ethics  corner 


Censored  by  the  U.S.  Army  s 


New  Stars  and  Stripes 
location  threatens  First 
Amendment  rights 

By  Allan  Wolper 

Melvin  W.  Russell,  then  act¬ 
ing  director  of  Defense 
Media  Activity  —  the  arm  of 

the  military’  that  oversees  Pen¬ 
tagon  media  relations  —  stood  in  front 
of  a  nervous  gaggle  of  Stars  and  Stripes  j 

journalists  in  early  March  and  tried  to  i 
calm  them  dowm. 

Yes,  Russell  said.  Stripes  was  being 
moved  to  the  military’s  information  of¬ 
fices  at  Fort  Meade,  Md.,  from  its  cmlian 
location  in  the  National  Press  Building 
in  downtowm  Washington,  D.C.  But  no, 
rejwrters  wouldn’t  face  any  censorship 
problems  once  they  got  there. 

Someone  in  the  crowd  asked,  “How  can 
we  be  sure  they  will  leave  us  alone?”  Rus¬ 
sell  didn’t  miss  a  beat. 

“We’ll  deal  with  any  of  the  issues  as  they 
come  up,”  Russell  said.  “I’ve  told  them 
that  Stars  and  Stripes  is  independent  and 
has  to  remain  that  w’ay.” 

Though  funded  by  the  military’.  Stars 
and  Stripes  is  editorially  independent,  with 
full  guarantee  of  First  Amendment  rights. 

Stripes  staffers  wanted  to  believe  Rus¬ 
sell,  someone  they  apparently  trusted, 
but  they  had  heard  rumors  that  he  w'as 
retiring.  And  on  April  30,  he  did  just  that. 
There  is  no  word  on  whether  the  person 
replacing  him  will  be  as  dedicated  to  pro¬ 
tecting  the  paper’s  independence. 

The  men  and  women  in  the  room  fo¬ 
cused  their  attention  on  publisher  Max  D. 
Lederer,  editorial  director  Terry  Leonard, 
and  managing  editor  How'ard  Witt. 

The  editorial  leadership  stood  silent, 
trying  not  to  look  sandbagged.  But  they 
had  been.  The  decision  to  relocate  the 
Stripes  editorial  offices  to  Fort  Meade  was 


made  last  November  by  Secre¬ 
tary  of  Defense  Leon  E.  Panetta, 
without  any  consultation  with  Stars 
and  Stripes  officials,  according  to 
sources. 

Stripes  reporters  already  know' 
Panetta  is  a  walking  censorship 
stamp.  In  April,  he  unsuccess¬ 
fully  tried  to  stop  the  Los  Angeles 
Times  from  publishing  photos  of 
American  soldiers  posing  with 
the  mangled  corpses  of  insurgent 
bombers  in  Afghanistan,  according 
to  the  newspaper. 

“Those  kind  of  photos  are  used  by 
the  enemy  to  incite  violence,  and 
lives  have  been  lost  as  a  result  of 
the  publication  of  similar  photos,” 
Panetta  said  in  a  news  confer¬ 
ence  shortly  after  the  photos  were 
published. 

The  soldier  who  leaked  that  story 
to  the  Times  had  a  reason:  He  told 
the  paper  he  wanted  the  world  to 
know  that  American  officers  were 
guilty  of  a  “breakdown  in  security, 
discipline,  and  professionalism.” 


The  whistle-blowing  soldier  was 
concerned  that  the  officers  in  his 
command,  through  their  behavior, 
might  endanger  the  lives  of  the 
men  and  women  he  was  charged 
with  protecting.  I  have  to  wonder 
whether  that  soldier,  aw’are  of  the 
controversy  surrounding  Stripes, 
W'as  afraid  of  sending  those  pictures 
to  the  military  newspaper. 

So  now.  Stars  and  Stripes  ]o\iv- 
nalists  are  focused  on  their  unset¬ 
tling  future,  worrying  about  who 
Panetta  might  name  as  the  next 
head  of  DMA,  and  whether  he  or 
she  has  orders  to  keep  the  pesky 
5?n/je,S’ journalists  from  straying 
from  the  Obama  administration 
company  line. 

“Melvin  Russell  would  never  even 
think  of  censoring  us,”  Leonard  said 
in  a  telephone  interview  from  the 
newspaper’s  offices  in  Germany. 
“But  we  don’t  know  who  will  replace 
him.  There  is  a  perception  that  if  we 
move  to  Fort  Meade,  it  would  have  a 
chilling  effect  on  our  reporters.” 
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STARSOSTRIPES 


“Soldiers  call  us  all  the  time,”  one 
staffer  said.  “And  they’ll  find  out  soon 
enough  if  people  are  listening  in  on 
the  calls  or  Intercepting  their  emails. 
They’ll  stop  calling  us.” 


r 


I  boots, 
respect 


iide  the  hard-knock, 
^int-filled  world  of 
Arnrjr  recruits  i  » 


Female  soldiers  sue  over  combat 


The  announced  timing  of  the  move 
has  a  conspiratorial  ring  to  it.  It  was 
planned  a  year  before  the  presiden¬ 
tial  election.  It’s  a  way  to  keep  the 
journalists  —  who  seem  to 
enjoy  embarrassing  the  administra¬ 
tion  they  work  for,  be  it  Democratic 
or  Republican  —  from  becoming  too 
aggressive. 

There  is  much  to  worry  about. 

The  journalists  know  all 

about  Fort  Meade.  They  talk  about 
the  computer  and  telephone  systems 
that  could  eavesdrop  on  every  phone 
call  or  email  message.  There  is  talk 
now  of  putting  Stars  and  Stripes  on 
the  same  server  as  the  propagandists. 
There  is  concern  that  stripes.com 
might  be  placed  on  the  same  website 
as  Defense  Media  Activity  and  that 
the  Stripes  cubicles  will  be  set  up  next 
to  the  Department  of  Defense  public 
relations  people. 

There  is  concern  about  soldiers  who 
routinely  call  Stripes  with  complaints 


lies  command  mistakes  and 

~ mishaps  in  Iraq  and  Afghanistan, 
~  7  about  problems  they  face  after 
iSt  being  discharged,  about  equip¬ 
ment  that  doesn’t  work,  about 
i  medical  care  at  the  Veterans 
Administration. 

I  “Soldiers  call  us  all  the  time,” 
one  staffer  said.  “And  they’ll 
find  out  soon  enough  if  people 
are  listening  in  on  the  calls  or 
intercepting  their  emails.  Theyll  stop 
calling  us.” 

Should  Stars  and  Stripes  wind  up 
at  Fort  Meade,  soldiers  on  the  base 
would  most  likely  want  to  bombard 
the  reporters  with  calls  about  the 
horrific  toxic  conditions  at  the  base  — 
conditions  so  bad  tbe  federal  Envi¬ 
ronmental  Protection  Agency  filed  a 
lawsuit  demanding  it  be  cleaned  up  — 
an  extraordinarily  expensive  process 
that  began  in  December  2010. 

But  the  Fort  Meade  soldiers  would 
be  wasting  their  time.  Stars  and 
Stripes  reporters  are  not  permitted  to 
cover  issues  on  bases  they  work  on. 

Why  does  the  Pentagon  suddenly 
want  to  move  Stripes?  The  stated 
reason  is  classic  Beltway  bull.  The 
Pentagon  says  it  will  save  $1  million 
in  rent  it  pays  for  the  current  space 
in  the  National  Press  Building.  The 
Pentagon,  which  spends  billions  in 
overruns,  is  getting  cost  conscious. 

But  does  it  cut  some  of  the  tanks  it 


doesn’t  need  or  the  planes  that  don’t 
fly?  Nope  it  goes  after  Stars  and 
Stripes. 

Then  there  is  this: 

The  decision  to  move  the  Army 
newspaper  into  the  home  of  the  Pen¬ 
tagon  censors  to  save  money  recalls 
memories  of  another  military  finan¬ 
cial  decision  that  embarrassed  both 
the  Army  and  Stars  and  Stripes. 

That  was  in  2006  when  the  Penta¬ 
gon  dipped  into  the  Stars  and  Stripes 
budget  and  spent  $495,000  on  a  pub¬ 
lic  relations  contract  for  the  Army, 
according  to  numerous  published 
reports.  The  move  gave  the  distinct 
impression  that  Stars  and  Stripes  was 
a  totally  owned,  censored  arm  of  the 
Army.  In  April,  the  Military  Person¬ 
nel  Subcommittee  of  the  bipartisan 
House  Armed  Services  Committee 
inserted  in  its  2013  budget  resolu¬ 
tion  a  demand  that  Stars  and  Stripes 
offices  be  kept  at  the  National  Press 
Building.  Here’s  hoping  the  powers  at 
the  Pentagon  will  read  it.  ■ 


Allan  Wolper  is  a  professor  of 
journalism  at  Rutgers  University 
in  Newark,  N.J.,  and  host  of 
Conversations  with  Allan  Wolper 
on  ivbgo.org/wolper,  a  National 
Public  Radio  affiliate  in  the  New 
York  area. 
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Just  Getting  Started 

Dave  Barry  talks  about  his  lifetime  achievement  award  and 
what  he  s  working  on  next 


By  Rob  Tornoe 


What  do  you  give 
a  man  who  has 
everything?  A  life¬ 
time  achievement 

award. 

Dave  Barr>-,  the  Pulitzer-prize  win¬ 
ning  humor  columnist,  book  author, 
and  booger  fan,  has  been  honored 
with  the  2013  Ernie  Pyle  Lifetime 
Achievement  Award  from  the  Na¬ 
tional  Societ\'  of  Newspaper  Colum¬ 
nists  (NSNC). 

“Whether  you  label  him  a  columnist, 
author,  humorist,  essajist,  or  larger- 
than-life  personality,  Dave  Barry 
represents  the  best  of  w  hat  we  admire 
and  aspire  to  at  NSNC,”  said  the  soci¬ 
ety’s  vice  president,  Larrv’  Cohen. 

I  figured  it  was  as  good  an  excuse 
as  any  other  to  speak  to  the  famed 
writer  about  his  career,  the  path  of 
newspapers,  and  the  consequences  of 
making  fun  of  Neil  Diamond. 

How  do  you  feel  about  being 
awarded  the  Ernie  Pyle  Lifetime 
Achievement  Award? 

Honestly,  I’m  a  little  nervous,  since 
winning  this  tvpe  of  aw'ard  suggests 
my  lifetime  is  over.  I’m  going  on  the 
assumption  that  they  simply  ran  out 
of  people  to  give  this  aw'ard  to,  so  now' 
it’s  my  turn.  I’m  trving  to  think  if  I’ve 
ever  really  achieved  anything  and 
can’t  say  that  I  have.  I  suppose  that’s 
an  achievement  in  itself. 

I’m  really  looking  forward  to  receiv¬ 
ing  this  award,  because  my  recollec¬ 
tion  of  the  NSNC  convention  is  that 
nothing  productive  happens  over 
the  couple  of  days.  In  fact,  there’s  no 


real  observ'able  purpose  for  any  of  it, 
which  is  really  a  great  thing. 

Even  though  you  gave  up  writ¬ 
ing  weekly  columns  years  ago, 
you  continue  to  write  a  yearly 
gift  guide  and  year  in  review. 

Actually,  this  year.  I’m  writing  a 
number  of  columns.  In  addition  to 
my  annual  gift  guide  and  year  in 
review,  w'hich  I  do  every  year.  I’ll  be 
writing  daily  pieces  from  the  Olym¬ 
pics  for  The  Miami  Herald  that  will 
get  syndicated  throughout  Mc- 
Clatchy.  Then  I’ll  be  attending  both 
political  conventions  and  writing  dai¬ 
ly  from  there,  and  they’ll  all  be  picked 
up  in  a  number  of  newspapers.  I  don’t 
know  how  many,  but  I  imagine  it  is 
a  decent  amount.  Otherwise,  they’re 
plaving  an  elaborate  prank  on  me. 

You  retired  your  weekly  columns 
long  ago,  but  you  still  blog  daily 
at  the  Miami  Heraid  and  are 
going  to  be  filing  these  daily  re¬ 
ports.  Do  you  just  love  to  work 
so  much? 

Blogging  is  really  a  poor  man’s  kind 
of  creation.  I  don’t  really  work  very 
hard  at  it.  Basically,  I  share  links  that 
I  think  are  funny.  Every  now  and  then 
I  can  announce  something  important, 
but  that  doesn’t  happen  too  often. 

I’ve  been  very  lucky,  because  on  a 
lot  of  websites  comments  quickly  be¬ 
come  an  idiot’s  septic  tank  or  devolve 
into  some  wacko  political  debate.  On 
my  blog,  the  commenter  community 
is  filled  with  really  funny  people  who 
post  interesting  stuff  and  are  great  at 


self-policing. 

I  used  to  write  a  lot  of  columns 
about  weird  news  stories,  and  thanks 
to  the  Internet,  the  weird  story  sup¬ 
ply  has  gotten  even  bigger.  Writing 
on  the  blog  is  basically  a  fun  way  for 
me  to  keep  track  of  what’s  going  on 
and  share  it  with  my  readers,  but  I 
wouldn’t  compare  it  to  producing  a 
humor  column. 

So  what  role  did  newspapers 
play  in  the  decline  of  humor 
columns? 

Newspapers  have  had  a  consistent 
problem  over  the  past  30  to  40  years 
that  whenever  they  are  offered  two 
options,  they  always  pick  the  one  that 
is  more  boring  and  less  desirable  to 
readers. 

Personally,  I  attribute  the  modern 
failure  of  newspapers  to  English 
majors.  We  let  our  business  be  run  by 
English  majors,  but  since  the  model 
was  a  foolproof  way  of  making  money 
and  the  only  place  for  Sears  to  buy 
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“My  columns  were  different 
enough  that  readers  felt  they 
could  relate  to  them  with 
their  own  lives,  and  they 
liked  them  for  that.” 


and  print  a  full-page  ad,  they  could  do  whatever  they 
wanted.  This  created  the  notion  that  whatever  they 
were  doing  had  huge  market  demand,  and  when  the 
Internet  came  along,  we  found  out  that  wasn’t  neces¬ 
sarily  the  case. 


Anyway,  I  initially  got  it  much  worse  than  Salman 
Rushdie,  but  eventually  people  started  defending  me 
and  pointing  out  other  songs  they  hated.  Eventually,  it 
snowballed  and  I  must  have  received  20,000  to  30,000 
letters.  So  I  threw  them  all  in  a  book  and  shared  them 
with  every  one. 

People  tell  me  that  Americans  don’t  care  about  tbe 
issues.  Write  about  Neil  Diamond,  and  you’ll  see  if  they 
care  or  not.  ■ 


With  the  decline  of  print,  do  you  think  there 
are  opportunities  for  aspiring  humor  writers 
out  there  to  get  a  break  iike  you  did? 

I  was  lucky.  When  I  started  writing  in  the  mid-1970s, 
newspapers  were  really  flush.  Baby  boomers  were  sub¬ 
scribing  in  huge  numbers,  and  they  were  my  audience. 
I  did  meet  with  some  resistance,  because  my  columns 
were  different  and  weird.  I  violated  a  lot  of  new'spaper 
tenets.  I  lied  a  lot  in  my  columns;  I  was  willing  to  be 
completely  absurd  and  didn’t  worry  that  the  end  of  my 
column  didn’t  have  anything  to  do  with  the  beginning. 

My  columns  were  different  enough  that  readers  felt 
they  could  relate  to  them  with  their  own  lives,  and 
they  liked  them  for  that.  Plus,  back  then  newspapers 
could  take  a  chance  on  someone  like  me.  They  were 
more  fearless  back  in  those  days.  The  idea  of  someone 
canceling  their  subscription  was  kind  of  a  joke.  Now 
they’re  terrified  of  doing  anything  that  might  offend 
readers  and  fall  outside  their  marketing  plan. 

It  doesn’t  really  matter,  because  I  don’t  know  of  any 
young,  funny  person  who  wants  to  get  into  the  news¬ 
paper  business  anyway. 

Was  there  one  column  that  got  the  most 
reaction  from  readers? 

I  recently  wrote  a  column  about  getting  a  colonoscopy 
and  got  an  unbelievable  reaction.  I  guess  since  mil¬ 
lions  of  baby  boomers  went  through  the  same  thing  I 
did.  they  wanted  to  share  their  experience  with  me. 

Probably  the  most  mail  I  received  was  for  a  column  I 
wrote  about  songs  I  don’t  like.  It  all  started  by  making 
fun  of  the  lyrics  of  “I  Am,  I  Said”  by  Neil  Diamond. 

Not  even  tbe  chair?  Come  on  man,  it  was  a  chair. 
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Rob  Tomoe  is  a  cartoonuit  and  columnist for  Editor  & 
Publisher  and  can  be  reached  at  robtornoe@grnail.com. 
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Five-Hour  Print  Revoiution 


Hybrid  inkjet  solution  delivers  40,000  folded  newspapers 
in  300  minutes 


An  integrated  solution 
from  manroland  web 
systems  and  Oce  is 
yielding  40,000  digi¬ 
tally  printed  and  folded  newspapers 
within  five  hours  for  French  contract 
printer  Rivet  Presse  Edition,  the  first 
official  customer,  the  partners  re¬ 
ported  at  drupa  in  May.  Under  terms 
of  the  contract,  distribution-optimized 
newspapers  are  being  produced  in 
different  formats  —  broadsheet  or 


tabloid;  long  grain  and  short  grain. 
Both  national  and  regional  dailies,  as 
well  as  foreign  editions,  are  printed 
for  deliverv'  to  outlets  in  a  defined 
area  around  Limoges,  France,  some 
90  minutes  from  a  new,  960-square- 
meter,  €10-million  production  plant. 

Printing  is  achieved  on  two  Oce 
JetStream  4300  color  inkjet  presses 
with  30-inch  reel  widths  that  produce 
offset-like-qualit\'  digital  newspapers 
at  speeds  of  200  meters  per  minute. 


But  postpress  finishing  is  the  key  to 
speed  in  this  process,  which  is  where 
manroland’s  back-end  expertise 
comes  into  play  (see  p.  27). 

“Publishers  across  the  world  are 
increasingly  looking  to  digital  color 
printing  with  all  its  efficiency  and 
cost  benefits  as  a  vehicle  to  produce 
additional  income  streams,  particu¬ 
larly  for  advertising,  in  an  increasingly 
tough  marketplace,”  said  Sebastian 
Landesberger,  executive  vice  president 
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Nous  etudions  actuellement  la  mise  en  place  de  nouveaux 
togiciels  developpant  cette  synergic  innovante. 


Parlons-en  ensemble 


>  Christian  Sirieix,  director 
of  Rivet  Presse  Edition 


This  is  something  the  newspaper 
industry  has  been  waiting  for.  It’s 
here,  it’s  now,  and  we’re  right  at 
the  forefront  of  developments.” 

-  Sebastian  Landesberger  of  Oce 


of  Oce  Printing  Systems.  “Rivet  Presse 
Edition  is  among  the  innovative  com¬ 
mercial  printers  who  are  using  world¬ 
beating  systems  (of)  Oce  and  manro- 
land  to  open  up  many  new  doors  for 
ver\'  targeted,  niche,  regionalized,  and 
personalized  products  produced  when¬ 
ever  they  want.  This  is  something  the 
newspaper  industiy  has  been  waiting 
for.  It’s  here,  it’s  now,  and  we’re  right 
at  the  forefront  of  developments.” 

Called  the  Svnapse  project  and 
developed  in  cooperation  with  Rivet 
Presse,  w  hich  publishes  the  regional 
French  daily  L’Echo,  the  cutting-edge 
business  model  may  open  up  new' 
editorial  opportunities  for  publish¬ 
ers.  The  new  spaper  of  the  fliture  can 
be  built  on  variable  content  to  create 
a  “new'  and  stronger”  relationship 
with  readers,  according  to  manroland 
and  Oce,  and  help  rebuild  circulation 
and  advertising  revenues  as  w'ell  as 
improve  interaction  between  print  and 
new  media. 

The  digital  process  offers  a  new 
economic  model  supporting  “edito¬ 
rial  innovation,”  said  Christian  Sirieix, 
director  of  Rivet  Presse  Edition.  Some 
of  the  leading  names  in  France  are 
expected  to  sign  up  for  the  commercial 
operation.  In  the  future,  newspapers 
will  still  have  the  same  core  news  and 


features,  but  readers  can  receive  their 
own  personal  content  according  to 
their  own  specific  interests  or  their 
region  of  interest. 

In  the  fold 

manroland  has  devised  a  ground¬ 
breaking  format-newspaper  folding 
device  to  create  the  fully  automated 
production  lines  that  can  produce  up 
to  40,000  new  spapers  in  variable  for¬ 
mats  in  five  hours.  The  fully  variable, 
digital,  pin-type  folder  VPF  211  offers 
the  possibility'  to  produce  broadsheet 
or  tabloid  new'spapers  in  long  grain 
and  short  grain  with  different  struc¬ 
tures.  Printing  digitally  on  demand 
offers  publishers  a  new  way  of  w  orking 
and  enables  costs  of  production  and 
distribution  to  be  reduced,  according 
to  the  OEM  partners.  Rivet  Presse 
Edition  also  is  beginning  complemen¬ 
tary  printing  activities  during  the  day 
shift.  These  commercial  applications, 
based  on  variable  data,  help  balance 
the  business  model. 

“It  is  a  unique  project  for  newspapers 
anywhere  in  the  world,”  Sirieix  said. 
“On  the  same  production  line,  several 
different  titles  can  be  printed  and 
released  in  the  exact  order  required 
by  the  distributor.  Better  still,  on  the 


same  basis,  the  production  line  will  be 
able  to  publish  newspapers  a  la  carte; 
that  is  to  say,  some  having  a  com¬ 
mon  core  of  content  where  topics  can 
be  added  or  removed  from  one  day 
to  another  according  to  the  reading 
interests  of  each  subscriber.  This  new- 
process  is  revolutionary'. 

“We  certainly  don’t  aim  to  limit  com¬ 
petition  but  rather  lead  by  example,” 
Sirieix  continued.  “We  expect  produc¬ 
tion  costs  and  the  distribution  cost 
should  be  considerably  lessened  by  the 
fact  that  national  newspapers  can  now 
be  printed  at  localized  print  plants 
for  their  local  subscribers,  manroland 
and  Oce  ...  understood  our  needs:  a 
full  flexibility  in  the  folding  technology 
to  achieve  sectioned  broadsheets  as 
W'ell  as  the  production  of  tabloids.  For 
commercial  production,  the  additional 
possibilities  of  a  quarter  fold  are  es¬ 
sential  for  us.” 

Peter  Kuisle,  executive  vice  presi¬ 
dent  of  sales,  service,  and  marketing 
at  manroland  web  systems,  said,  “It’s 
exciting  to  see  that  our  hard  work  in 
continuous  research  and  development 
activities  and  our  common  exp)ertise 
pays  off"  in  this  ftiture-oriented  project, 
which  can  change  the  way  some  news¬ 
papers  will  be  printed  and  distributed 
in  the  future.”  ■ 
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QuadTech  Reports 
Global  drupa  Sales 

Press  control  technology  leader  QuadTech  has  announced 
recent  sales  coinciding  with  the  drupa  2012  show  in  May: 

^  ADV  Schoder  (Augsburg,  Geimany)  is  equipping  its  KBA  C16 
press  with  QuadTech  controls,  including  QuadTech’s  ICON  prod¬ 
uct  platform,  Register  Guidance  System  with  MultiCam,  Ribbon 
Control  System  with  MultiCam,  Color  Control  System  with 
Instrument  Flight  and  SpectralCam,  and  Data  Central  Report¬ 
ing.  The  color  control  solution  will  include  the  latest  Instrument 
Flight  +  L*a*b*  software  options. 


Digital 

“Newsprint” 


UPM  offers  two  papers  for  news¬ 
paper  printing  on  digital  presses. 

Its  Digi  Elite  76  is  suitable  for  laser 
and  inkjet  printing  for  low  ink  cover¬ 
age.  UPM  Digi  Matt  is  a  new  concept  that  is  100 
percent  personalized  with  colors,  advertising,  or 
all  data  —  a  daily  communication  with  added 
value  for  laser  or  inkjet  production,  according  to 
the  paper  maker. 


^  B&K  Off setdruck  GmbH  (Ottersweier,  Germany)  also  is  add¬ 
ing  QuadTech  technology  to  a  KBA  C16  press.  The  press  will  be 
equipped  with  the  ICON  product  platform.  Register  Guidance 
System  with  MultiCam,  Ribbon  Control  System  with  MultiCam, 
and  Color  Control  System  with  Instrument  Flight  and  Spectral- 
Cam  -  including  the  latest  Instrument  Flight  +  L*a*b*  software 
options.  The  installation  marks  the  third  KBA  C16  press  to  be 
outfitted  with  QuadTech  controls. 

^  BLG  Toul,  St  Finance  Group  (Paris,  France)  will  add  new  controls 
on  two  more  manroland  UTHOMAN  presses.  QuadTech  equip¬ 
ment  includes  the  ICON  product  platform.  Register  Guidance 
System  with  MultiCam,  Ribbon  Control  System  with  MultiCam, 
Color  Control  System  with  Instrument  Flight  and  SpectralCam, 
and  Data  Central  Reporting. 


^  Guillaume  Rotative  (Comines,  France)  has  ordered  the 
QuadTech  ICON  product  platform.  Register  Guidance  System 
with  MultiCam,  Ihbbon  Control  System  with  MultiCam,  Color 
Control  System  with  Instrument  Flight  and  SpectralCam,  and 
Data  Central  Reporting  with  Color  Print  Curve  Production  Sum¬ 
mary  Report  capability. 

^  Hong  Bo  Tian  Technology  Co.,  IDT  (Beqing,  China)  will  add 
QuadTech  controls  to  a  Goss  M-600  press.  Ihe  installation 
includes  the  ICON  product  platform.  Register  Guidance  System 
with  Vector,  Ribbon  Control  System  with  MultiCam,  Color  Con¬ 
trol  System  with  Instrument  Flight  and  SpectralCam,  and  Data 
Central  Reporting. 

^  Ihran  Phu  (Ho  Chi  Minh  City,  \Aetnam)  will  install  the  ICON 
product  platform.  Register  Guidance  System  with  MultiCam,  and 
Ribbon  Control  System  with  MultiCam  on  a  Goss  M-600  press. 

^  QuadTech's  Autotron  2600  with  ClearLogic  Register  Guidance 
System  will  be  installed  at  Grandeco  Wallfashion  Group-Belgium 
NV  (Tielt,  Belgium),  and  Pelican  Rotoflex  Fhd  Ltd.  (Rajkot,  India). 
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Mexican  Printer  Orders 
Goss  Press 


With  one  Goss  M-800  press 
in  operation  at  its  facility  in 
Mexico,  commercial  printer 
Grupo  Ajusco  placed  an  order 
for  a  second  at  the  dn’pa  trade  show.  The  four- 
unit  M-800  system  with  a  4.\4  32-page  cylinder 
configuration  will  he  installed  later  this  year. 
Grupo  Ajusco  has  invested  in  the  press  to  add 
capaciU'  for  a  wide  range  of  high-quality  heatset 
commercial,  tabloid  newspaper,  retail  insert,  and 
book  products. 

‘The  overall  performance  of  our  first  M-800 
press,  and  in  particular  the  high  print  quality, 
led  us  to  invest  in  the  second  one,”  said  Sergio 
Torres,  owner  of  Grupo  Ajusco.  The  company 
also  operates  two  Goss  M-600  l6-page  web 
presses.  Torres  said  having  two  l6-page  presses 
and  two  32-page  presses  with  compatible  web 
widths  will  provide  exceptional  versatility  and 
efficiency. 

Goss  International  will  equip  the  new  M-800 
at  Grupo  Ajusco  with  a  Contiweb  CS  splicer, 
Ecocool  drver,  and  JF70  collect  folder  as  well 
as  automated  Omnicon  control  technologv'. 

The  M-800  press,  which  prints  up  to  2,200  feet 
per  minute,  uses  conventional  fiat  blankets  but 
incorporates  several  high-performance  features 
from  gapless  Goss  Sunday  presses,  including 
inking  and  dampening  systems,  multidrive,  and 
an  inline  cylinder  stack.  The  JF70  folder  delivers 
up  to  35,000  32-page  signatures  per  hour  in  col¬ 
lect  mode  or  up  to  70,000  l6-page  signatures  in 
straight  production.  ■ 


“The  overall  performance  of  our  first  M-800 
press,  and  in  particular  the  high  print 
quality,  led  us  to  invest  in  the  second  one” 


-  Sergio  Torres 
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At  a  time  of  unprecedented  change,  major  publishers  are  relying  on  PCF  for  delivery 
services.  Why?  Because  we  operate  365  days  a  year,  ensuring  early  morning, 


same-day  delivery.  Because  we're  obsessed  with  distribution  efficiency, 
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a  print  publication  worth  delivering. 
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HOW  NEWSPAPERS  AND  RETAILERS  FORM 
SUCCESSFUL  RELATIONSHIPS 

By  Nu  Yang 


As  the  ne>\spaper  industry  adapts  to  an 
evolving  landscape,  creating  beneficial 
partnerships  is  key  to  finding  success. 
For  many  newspapers,  their  relation¬ 
ships  with  retailers  have  helped  them 
stay  one  step  ahead. 

Some  of  these  collaborations  w  ere  honored  by 
the  Newspaper  Association  of  America’s  2011  Tony 
Mineart  Merchandiser  of  the  Year  awards.  Named 
after  the  former  Sarasota  (Fla.)  Herald-Tribune  circu- 
lation  director  w  ho  passed  away  in  2006,  the  awards 
recognize  partnerships  that  vield  positive  results  for 
retailers  as  well  as  for  new  spapers. 

According  to  the  NAA,  the  aw  ards  “honor  retailers 
that  demonstrate  a  long-term  cooperative  effort  to  sell 
and  market  newspapers  in  their  stores ....  In  each  case, 
the  promotional  program  was  supported  by  effectiv  e 
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newspaper  advertising  designed  to  drive  readers  into 
stores,  along  with  distinctive  point-of-sale 
materials  and  eye-catching  merchandising  displays. 
All  of  these  promotions  resulted  in  significant 
increases  in  single-copy  sales  and  store  traffic,  plus 
additional  revenue  for  the  participating  stores.” 

Judges  looked  for  retailers  who  were  open  to 
ideas,  such  as  co-promotions  and  newspaper- 
specific  promotions,  and  for  the  retailer  who  did 
the  best  overall,  ongoing  job  of  promoting 
newspapers  in  stores.  Awards  are  given  annually 
to  retailers  in  the  following  categories: 
convenience  stores,  grocery  stores,  drugstores, 
mass  merchandisers  and  restaurants,  and  other 
non-traditional  retail  outlets. 

This  year,  judges  selected  retailers  in  four  catego¬ 
ries  for  national  recognition. 


ecJ!torandpubl:sher  con' 


Chicago  Tribune  and  Walgreens 

Not  only  was  Walgreens  honored  in  the  drugstores  cat¬ 
egory,  the  company  was  also  named  2011  Merchandiser 
of  the  Year.  The  retailer  was  recognized  “based  upon  both 
quantity  and  quality  of  individual  nominations.  It  was  ap¬ 
parent  to  the  judges,  given  the  large  number  of  nomina¬ 
tions  for  Walgreens  coming  from  multiple  markets,  that 
the  retail  chain  encourages  its  district  management  to 


develop  partnerships  with  local  newspapers.” 

Walgreens  was  also  recognized  specifically  for  its  suc¬ 
cessful  promotions  \vith  the  Chicago  Tribune  that  in¬ 
cluded  an  exclusive  offer  between  the  newspaper’s  events 
group  and  Universal  Studios  in  Orlando,  Fla.  The  Tri¬ 
bune's  daily  weekday  circulation  is  437,205  with  a  Sunday 
circulation  of  780,601. 

Tribune  retail  sales  development  specialist  RaMeka 
Johnson  said  the  promotion  took  place  in  April  2011.  It 
included  a  free  CD-ROM  inserted  into  a  Sunday  edition 


of  the  Chicago  Tribune  that  offered  special  videos  and 
interactive  content  featuring  the  theme  park’s  newest 
ride.  The  Wizarding  World  of  Harry  Potter.  The  exclu¬ 
sive  offer  was  only  available  at  463  Walgreens  locations 
and  resulted  in  the  sale  of  more  than  15,000  papers. 

“With  more  than  400  outlets,  Walgreens  has  been 
growing  in  the  area  over  the  last  10  years,”  said  Tri¬ 
bune  director  of  audience  and  consumer  revenue  Don 
MacGregor.  “It’s  a  good  combination  that  has  resulted 
in  more  customers  for  both  of  us.” 

Johnson  said  the  Universal  Studios  promotion  tar¬ 
geted  families.  “We  saw  a  lift  in  newspaper  sales,  and 
store  managers  saw  an  increase  in  sales.” 

MacGregor  said  he  was  confident  the  rise  in  numbers 
contributed  to  the  drive  in  store  traffic,  and  as  people 
came  in  to  buy  the  paper,  they  were  also  picking  up 
store  items,  and  vice  versa.  “Papers  provide  a  reliable 
customer  base,”  he  said. 

He  said  the  CD-ROM  promotion  added  value  to 
customers  who  were  finding  the  Tribune  and  paying  for 
it  at  full  price.  “We  always  try  to  maintain  the  full  price 
whenever  we  can.” 

The  Tribune  and  Walgreens  partnered  again  this  year 
for  a  similar  promotion;  this  time  offering  a  DVD- 
ROM  showcasing  more  new  rides  from  Universal 
Studios. 

“(With  marketing),  we’re  heavily  focused  on  new 
business  developments,”  MacGregor  said.  “We  have  a 
very  mature  product,  and  we’re  always  looking  for  new 
opportunities  to  build  new  outlets.” 


offer  was  only 
available  at 
463  Walgreens 
locations 
and  resulted 
in  the  sale  of 
more  than 
15,000  papers  ” 
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The  Post-Standard  and  Dunkin’  Donuts 

! 

Dunkin’  Donuts  was  honored  in  the  dining  categor}’  for 
its  partnership  with  The  Post-Standard  in  Syracuse,  N.Y. 

The  Post-Standard  is  published  daily  with  a  circulation  of 
77,000  and  a  Sunday  circulation  of  136,000. 

In  September  2011,  Dunkin’  Donuts  offered  a  monthlong 
promotion:  a  free  Post-Standard  with  any  breakfast  combo 
purchased  Monday  through  Friday.  The  paper  also  pro¬ 
dded  promotional  advertisements  that  helped  drive  traffic 
to  45  Dunkin’  Donuts  locations. 

Post-Standard  direct  marketing  sales  manager  Mike  I 
Dooling  said  he  approached  the  five  area  Dunkin’  Donuts  j 
owners  about  collaborating  when  he  started  noticing  more  I 
and  more  of  the  dining  establishments  “popping  up  in  the  1 
market.”  ! 

“I  presented  them  with  different  promotions  w  e  had  to 
offer  and  the  total  market  we  covered,”  he  said.  “I  showed  ! 

them  that  by  inserting  the  promotional  ads  in  our  daily  I 

paper  we  could  drive  traffic  to  their  business.”  I 

The  paper  also  ran  a  15-second  telexision  commercial  i 
about  the  promotion.  Dooling  said  it  w  as  a  way  to  promote  | 
the  store  and  the  paper  at  no  cost  to  the  store  owners.  The  j 
paper  also  offered  a  premium  subscription  in  w  hich  new'  j 
subscribers  received  a  gift  card  to  establishments  such  as  i 
Dunkin’  Donuts. 

During  the  promotion,  Dooling  said  there  was  a  dramatic  j 
increase  in  single-copy  sales.  Each  location  sold  about 


Program  runs  Sept.  1-30 
Supported  by  HOP,  Spree  and  POP 


100  papers  at  full  price.  After  the  promotion  ended,  Dool¬ 
ing  still  saw'  strong  sales  during  the  months  of  October, 
November,  and  December.  According  to  Dooling,  the  pro¬ 
motion  was  so  w'ell  received  by  store  managers  that  some 
decided  to  purchase  permanent  new'spaper  racks. 

“The  paper  w'as  bringing  customers  to  the  restaurant,” 
he  said.  “They  w'ant  to  get  their  coffee  and  paper  together, 
instead  of  making  an  e.xtra  trip  to  the  gas  station.” 

Dooling  said  for  the  paper,  this  kind  of  promotion  would 
most  likely  lead  to  paid  advertising  down  the  road. 

“In  our  area,  print  advertising  is  still  very'  strong,”  Dooling 
said.  “We’re  building  partnerships  and  marketing  promo¬ 
tions  ...  there  is  still  a  crowd  out  there  that  still  wants  a 
print  edition  and  still  believes  in  the  product  and  value.” 

Value  is  one  reason  Dooling  said  this  type  of  promotion 
was  successful. 

“Ten  years  ago,  we  w'ould  have  heavily  discounted  the 
paper,”  he  said.  “But  the  paper  has  value,  so  we  sold  it  at 
full  price  and  instead  added  a  bonus  like  the  premium 
subscriptions.” 


i 
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Times  Union  and  Price  Chopper 

Price  Chopper,  the  leading  groceiy  chain  in  the  Albany, 
N.Y’.,  region,  was  honored  in  the  grocery'  category  for  its 
close  relationship  with  the  Albany  Times  Union.  The 
paper  has  a  daily  circulation  of  66,274  and  a  Sunday  cir¬ 
culation  of  128,225. 

According  to  the  NAA,  Price  Chopper  is  one  of  the  pa¬ 
per’s  largest  single-copy  retailers  and  advertisers,  offering 
newspaper  kiosks  inside  its  stores  and  sponsoring  some  of 
the  paper's  events.  This  year.  Price  Chopper  was  recog¬ 
nized  for  participating  in  a  successful  internal  contest 
for  management  of  indixidual  stores  that  resulted  in  an 
increase  in  Sunday  paper  sales. 

Director  of  subscription  sales  Neal  Shapiro  said  31  stores 
participated  in  the  contest  that  ran  from  the  beginning 
of  April  to  the  end  of  May  in  2011.  A  circulation  manager 
was  assigned  to  three  stores  w'ho  would  w'ork  with  the 
general  merchandise  manager  on  the  display  and  signage. 
The  contest  resulted  in  a  growth  of  more  than  1,000 
Sunday  sales. 
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“Retailers  recognize  the 
mutual  benefit  of  working 
with  a  newspaper  as  an 
advertiser  and  as  a  partner ... 
it’s  well-proven  that  papers 
help  drive  traffic  to  stores.” 


‘To  see  any  gi'owth  is  a  plus,”  Shapiro  said.  “But  to 
see  more  than  1,000  was  a  positive  thing.”  i 

Shapiro  said  the  incentive  was  to  look  at  the  base¬ 
line  over  the  course  of  eight  to  nine  weeks  and  com¬ 
pare  the  growth.  If  stores  saw'  a  growth  in  numbers, 
each  winning  store  would  get  paid  additional  profits 
from  the  sales,  and  each  winning  store  manager 
w'ould  win  two  tickets  to  any  event  in  the  Albany 
region.  At  the  end  of  the  contest,  si.\  winners  w'ere 
named. 

The  contest  returned  this  year  with  the  same 
incentives  and  with  additional  store  displays  at 
checkout  lanes.  Shapiro  said  he  thinks  the  program 
will  continue  next  year.  “Price  Chopper  has  been 
pretty  receptive  to  it.” 

Shapiro  said  store  managers  are  mindliil  of  the 
newspaper  displays,  checking  to  make  sure  the  i 

signage  is  there  and  the  displays  are  put  together  j 
nicely.  j 

After  this  contest,  Shapiro  said,  “Retailers  recog-  j 
nize  the  mutual  benefit  of  w^orking  with  a  newspaper  , 
as  an  advertiser  and  as  a  partner ...  it’s  well-proven  j 
that  papers  help  drive  traffic  to  stores.  There  is  a  I 
wild  array  of  people  looking  for  the  paper,  and  these  i 
merchants  are  the  ones  who  have  the  new  spaper.”  ! 


Lexington  Herald-Leader  and  Traxx  Shell 

Traxx  Shell,  which  operates  25  stores  in  the  greater  Lex¬ 
ington,  Ky.,  area,  was  honored  in  the  gas  and  convenience 
category'  for  its  partnership  with  the  Lea'ington  Henikl- 
Leader.  The  paper  has  a  weekday  circulation  of  207,805  and 
a  Sunday  circulation  of 313,407  in  its  designated  market. 

The  NAA  said  Traxx  Shell  was  honored  specifically  for  its 
program  that  rewards  loyal  customers  with  points  redeem¬ 
able  for  fuel  and  other  items  including  the  Herald-Leader. 

More  information  about  the  aicard.s  and  icinners  /.s  at 
NAA.org.  m 
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By  Rob  Tornoe 


Syndicate  companies  woo  newspapers 
with  new  features,  package  deais 


|he  syndication  business  has 
seen  many  ups  and  downs  in 
its  more  than  150-year  his¬ 
tory,  but  at  no  other  point 
have  the  stakes  been  greater,  and  the 
waters  choppier,  than  they  are  today. 

The  Internet  —  and  subsequent  diversification  of 
news  sources  —  not  only  threatens  the  traditional 
business  of  newspapers,  but  is  also  cause  for  concern 
for  the  national  syndicates  that  have  developed  a  busi¬ 
ness  model  of  supplying  those  newspapers  with  content 
to  fill  their  pages. 

Nowhere  else  is  this  shift  more  evident  than  in  the 
development  of  new'  comic  strips,  which  have  long 
been  one  of  the  primary  sources  of  revenue  for  syndi¬ 
cates.  In  years  past,  syndicate  companies  would  have  in 
production  many  new'  strips  to  offer,  but  this  year  only 
one  syndicate,  Washington  Post  News  Media  Services 
(WPNMS),  is  launching  a  new'  comic. 


In  many  markets,  editors  are  reluctant  to  make  changes 
to  their  comics  page  for  fear  of  losing  longtime  readers. 

But  to  many,  including  WPNMS  chief  executive  officer 
and  editorial  director  Alan  Shearer,  fear  to  embrace 
change  is  what  got  newspapers  in  their  current  situation. 

“I  just  wish  more  newspaper  editors  could  see  the  > 

value  of  reader  engagement,”  said  Shearer,  who  points  • 
to  papers  such  as  the  Tampa  (Fla.)  Tribune  that  engage 
readers  for  input  prior  to  making  changes.  “If  you  make 
a  change,  and  you  get  an  intense  reaction,  that’s  good!  It 
shouldn’t  be  treated  as  a  complication.” 

Over  the  years,  this  reluctance  to  change  has  prevented 
new  comics  that  have  greater  appeal  among  young  read¬ 
ers  from  entering  the  market.  This  in  turn  has  caused 
an  increase  in  the  age  of  comics  readers,  similar  to  the 
comic  book  industry.  In  an  oversimplification  of  the 
problem,  the  same  people  are  reading  comics  today  who 
did  10  to  20  years  ago,  essentially  aging  alongside  a  fea¬ 
ture  that  is  supposed  to  lock  in  new,  younger  readers. 

Stephen  Pastis,  creator  of  the  popular  comic  strip 
“Pearls  Before  Sw'ine,”  realized  something  was  wrong 
when  he  visited  schools  and  talked  to  young  readers 
across  the  countrv'.  “Based  on  my  informal  conversations, 
maybe  one  out  of  10  people  in  what  would  be  my  target 
demographic  actually  knew  about  ‘Pearls,’”  Pastis  said. 
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So  what’s  the  solution?  For  Fastis,  it 
was  developing  an  iPad  app  to  reach 
the  20-somethings  who  never  pick 
up  a  newspaper.  “I  figured  I  had  to 
get  in  front  of  those  kids,  so  if  I  could 
be  exposed  to  tw'o  out  of  10, 1  would 
double  my  audience,”  he  said. 

Syndicates  have  also  begun  to  trek 
down  the  mobile  app  road,  but  results 
have  been  mixed. 

At  King  Features,  the  solution  is 
DailyINK,  an  all-inclusive  subscrip¬ 
tion  service  that  allow's  readers  to 
pay  for  unlimited  access  to  all  King 
content.  The  mobile  product,  origi¬ 
nally  conceived  as  a  complement  to 
the  subscription  services,  has  been 
surprisingly  successful  at  bringing  in 
new  users  as  w'ell. 

Cagle  Cartoons  also  has  a  robust  set 
of  popular  mobile  apps,  displaying 
political  cartoons  by  topic  as  w’ell  as 
author.  Cagle’s  partnership  with  ms- 
nbc.com  has  allow'ed  the  syndicate  to 
market  its  apps  to  a  broad  audience 


and  generate  significant  traffic  and 
exposure  for  cartoonists. 

The  apps,  which  include  the  highly 
popular  “msnbc.com  Cartoons,”  are 
free  to  download  and  use,  with  ads 
providing  the  revenue.  However, 
Cagle  Cartoons  owner  Daryl  Cagle 
cautions  that  syndicates  shouldn’t  ex¬ 
pect  to  replace  lost  print  revenue  with 
the  money  derived  from  apps. 

“Our  experience  is  you  get  100  peo¬ 
ple  to  download  a  free  app  vs.  one  to 
buy  it,”  Cagle  said.  “We’re  in  the  same 
boat  as  the  rest  of  journalism,  trying 
to  get  people  to  pay  for  our  content.” 

Over  at  Universal  Uclick,  the  ap¬ 
proach  to  apps  has  been  tentative 
due  to  past  experiences.  “We  were  big 
into  mobile  apps  in  2007,  2008,  and 
2009,  and  frankly  we  took  a  bath, 
so  we’re  a  little  skittish,”  said  John 
Glymn,  vice  president  of  rights  and 
acquisitions.  “We’re  a  content  pro¬ 
vider;  we  don’t  develop  software.” 

WPNMS  is  also  hesitant  about 


launching  a  stand-alone  app  for  its 
content  and  has  decided  instead  to 
include  columns  and  features  as  part 
of  the  Washin^on  Post’s  new  iPad 
app,  which  Shearer  promises  will  be 
“spectacular.” 

Content  providers 

While  the  Internet  may  be  creating  a 
dramatic  shift  in  the  business  model 
of  newspapers,  which  affects  the 
bottom  line  of  all  syndicates,  it  also 
offers  new  opportunities  for  syndi¬ 
cates  to  promote  their  content  and 
create  new  revenue  streams  for  their 
creators. 

After  last  year’s  takeover  of  United 
Media,  Universal  Uclick  merged 
United’s  homepage  comics.com  into 
Universal’s  gocomics.com  homep¬ 
age.  According  to  Glynn,  the  results 
have  been  beneficial. 

“We  are  head  over  heels  about  the 
success  of  gocomics.com,”  Glynn 


CAGLE  CARTOONS 


Back  in  November,  Cagle  Cartoons  added  the  work  of  Rick 
McKee,  staff  cartoonist  for  the  Augusta  Chronicle,  to  its  al- 
ready-sizeable  package  of  U.S.  and  world  cartoonists.  McKee's 
conservative  take  on  politics  adds  even  more  political  balance 
to  Cagle  Cartoons’  existing  mix  of  left-  and  right-leaning  car¬ 
toons. 

“I've  been  a  fan  of  Rick’s 
cartoons  for  years,"  said 
Cari  Bartley,  Cagle  Cartoons 
executive  editor  and  mar¬ 
keting  director.  “As  soon  as 
we  added  him  to  our  pack¬ 
age.  I  got  lots  of  comments 
from  editors  who  really  like 
his  cartoons." 


van 
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"We're  iw  the  sa»»ie  boat 

as  the  rest  of  jourwalisw, 
try  N  to  get  people  to 

payforourcowtewtr 

s.  -  Paryl  Cagle 


CREATORS  SYNDICATE 


Enjoying  success  out  of  the  gate  in  a  difficult  market,  "Dogs  of  C-Kennel 
captures  the  hilarity  of  dogs  and  the  hearts  of  their  owners.  The  strip  is 
produced  by  brothers  Mick  and  Mason 
Mastroianni,  grandsons  of  legendary 
cartoonist  Johnny  Hart.  Jack  New- 
combe,  president  and  chief  operating 
officer  of  Creators,  said  the  comic's  early 
success  can  be  attributed  to  the  artists' 
talent  and  long  development  process,  not 
to  mention  the  great  characters. 

“I’m  a  dog-lover,  and  my  favorite  char¬ 
acter  is  a  bird,  Wheeler,”  Newcombe  said. 


said.  “The  overall  readership  has 
more  than  doubled  and  is  currently 
about  25  percent  higher  than  the 
combined  sites  were  before  the 
merge.”  It  helps  to  have  big  brands 
such  as  “Garfield”  and  “Dilbert”  to 
draw  readers  in,  but  the  popularity 
of  the  combined  site  is  making  it  a 
destination  for  comics  fans.  The  fact 
that  it’s  free  doesn’t  hurt,  either. 

Comics,  offered  seven  days  a  week, 
have  a  built-in  appeal  to  bring  read¬ 
ers  back  to  the  site  every  day.  Web 
statistics  have  shown  that  most 
people  visit  the  same  10  websites  ev¬ 
ery  day,  and  Glynn  said  a  large  part 
of  Universal’s  success  is  in  making 
gocomics.com  one  of  those  10  web¬ 
sites  for  a  large  number  of  readers. 

Cagle  Cartoons  has  operated  a  suc¬ 


cessful  editorial  business  for  more 
than  10  years.  Cagle.com,  its  flagship 
Web  destination,  has  been  the  most 
popular  online  destination  for  politi¬ 
cal  cartoons.  Also  popular  is  politi- 
calcartoons.com,  Cagle’s  growing 
e-commerce  site  that  sells  reprint 
rights  to  book  publishers,  newspa¬ 
pers,  and  individuals. 

“We’re  seeing  a  lot  of  growth  in 
sales  to  publishers,  education  books, 
and  individuals  for  presentations,” 
said  Cari  Bartley,  Cagle  Cartoons 
e.xecutive  editor  and  marketing 
director.  She  attributes  much  of 
the  site’s  success  to  a  highly  effec¬ 
tive  search  engine  and  high  Google 
search  ranking. 

Creators  is  making  a  move  into 
this  space  and  is  hard  at  work  on  a 


new  website  called  Alpha  Comedy 
that  Newcombe  hopes  will  not  only 
revolutionize  the  highly  competitive 
humor  niche,  but  will  create  a  new 
revenue  stream  for  the  syndicate  and 
its  creators. 

“Right  now,  we’re  focusing  on 
the  site  starting  off  really  cool,  and 
creating  a  unique  user-friendly 
interface  so  people  can  consume  our 
terrific  content  and  interact  directly 
with  the  creators,”  said  Jack  New¬ 
combe,  president  and  chief  operat¬ 
ing  officer  of  Creators. 

The  opinion  page 

With  newspapers  cutting  days  out 
of  their  print  schedule,  there  is  an 
obvious  impact  on  the  sale  of  daily 
features  such  as  comic  strips.  Often 
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overlooked,  however,  is  the  effect  on 
features  purchased  for  the  newspa- 
f>ers’  opinion  page,  namely  political 
cartoons  and  columns. 

There  are  many  financial  aspects  at 
play  in  the  shrinking  hole  for  snti- 
dicated  products.  A  large  one  is  the 
move  to  more  local  content,  often  at 
little  or  no  cost,  in  an  effort  to  remain 
relevant  to  readers.  But  Shearer  said 
he  thinks  that’s  a  shortsighted  move 
that  will  only  hurt  new  spapers’  ap¬ 
peal. 

“We  had  one  person  here  who  used 
to  quip  that  editors  have  become 
reluctant  to  purchase  new'  features 
because  local  is  what  they  cover,  and 
as  long  as  they’re  covering  local,  they 
keep  their  jobs,”  Shearer  said.  “That’s 
prett>’  darn  cNTiical.” 

Instead,  he  suggests  that  if  new'spa- 
pers,  especially  the  hard-hit  metro 
dailies,  go  completely  local,  they  will 
struggle  to  keep  readers  who  are 


interested  in  reading  the  best  mix  of 
content  —  both  local  and  national. 

Another  pressure  point  is  the  dwin¬ 
dling  resources  that  new'spapers  are 
devoting  to  their  op-ed  page.  Numer¬ 
ous  newsrooms  have  downsized  their 
op-ed  staff  dramatically  in  an  effort 
to  save  money.  Stretched  for  time, 
editors  often  look  for  the  simplest 
solution  to  filling  their  needs. 

This  is  w  here  Bartley  said  Cagle  Car¬ 
toons  has  an  advantage.  He  believes 
that  focusing  on  content  specific  to 
the  editorial  page,  and  making  the 
w'ebsite  easy  to  navigate  and  the 
archives  completely  searchable  is  a 
great  help  to  editors  with  not  enough 
time  to  find  content. 

“In  our  quest  to  give  people  more 
options,  we  have  more  balanced  daily 
options  for  editors  to  make  it  easy  for 
them  to  use  our  products,”  Bartley 
said. 

Cutbacks  in  opinion  page  budgets 


and  new  business  models  have  made 
package  deals  such  as  Cagle  Cartoons, 
as  well  as  Universal  Uclick’s  NEA 
package  and  King  Features’  Weekly 
Service,  appealing  to  editors  for  one- 
stop  shopping.  However,  Glynn  fears 
the  potentially  negative  effect  these 
packages  could  have  on  compensa¬ 
tion  for  artists. 

“The  problem  with  packaging 
content  is  you  drive  the  cost  down 
on  the  bottom  line,  and  it  becomes 
an  exercise  in  quantity  over  quality,” 
Glynn  said. 

The  choice  between  package  deals 
vs.  individual  sales  is  a  hotly  debated 
topic  among  editorial  cartoonists. 
Conserv'ative  cartoonist  Mike  Lester 
left  Cagle  Cartoons’  package  to  join 
WPNMS,  in  part  because  he  wanted 
it  to  be  sold  individually. 

“I  wanted  the  opportunity  to  par¬ 
ticipate  financially  in  the  success  or 
failure  of  my  work,”  Lester  said. 


(P  MNGFEMTIJRES^^^^ 

King  may  not  have  a  new  strip  to  showcase  to  edi¬ 
tors,  but  it  does  have  “Dustin."  one  of  the  biggest 
success  stories  on  the  funny  pages  in  recent  years. 
Created  by  two  well-known  editorial  cartoonists, 
Steve  Kelley  of  the  New  Orleans  Tiwes-Picayime 
cind  Jeff  Parker  of  Florida  Today,  "Dustin"  is  the 
story  of  a  20-something  college  graduate  who 
moves  back  into  his  parents'  house,  and  can  be 
seen  in  more  than  300  newspapers  nationwide. 

"The  subject  matter  and  timing  of  Dustin’  allowed 
it  to  tap  into  something  happening  in  our  society," 
said  Claudia  Smith,  director  of  advertising  and 
public  relations  at  King  Features.  "In  a  humorous 
way,  it  touches  on  how  our  society  has  been  af¬ 
fected  by  the  recession." 
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noises 


John  ^lynn 


"We  had  one  person 
here  who  used  to  quip 
that  editors  have 
become  reluctant 
to  purchase  new 


J 


features  because  local  is 
what  they  cover  and  as 
long  as  they  Ve  covering 
local  they  keep  their  jobs; 
thafs  pretty  darn  cynical* 


-  Alan  Shearer 


UNIVERSAL  UCLICK 

Due  to  its  merger  with  United  Media  last  year,  and  the  sub¬ 
sequent  doubling  of  its  features  inventory,  Universal  Uclick 
chose  to  skip  launching  a  new  comic  strip  this  year.  But  it 
.  does  have  this  year’s  Reuben  Award  winner  for  best  newspa¬ 
per  comic  strip,  "The  Duplex."  Produced  by  political  cartoonist 
Glenn  McCoy,  "The  Duplex"  features  a  young  bachelor  and  his 
dog.  Their  ultra-macho  lifestyle  is  turned  upside-down  when 
a  young  girl  and  her  poodle  move  into  the  other  half  of  the 
building. 

"‘The  Duplex'  is  ridiculously  funny,"  said  John  Glynn,  vice 
president  of  rights  and  acquisitions.  "It’s  the  whole  package: 
great  characters,  superb  art,  and  punch  lines  that  make  me 
stomp  my  feet  and  make  weird  snorting  noises." 


.  ■’f- 
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"It's  the  whole  package; 
great  characters,  superb 
art,  and  punch  lines  that 
make  me  stomp  my  feet 
and  make  weinl  snorting 
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This  year’s  Pulitzer  Prize  winner  for 
editorial  cartooning,  Matt  Wuerker, 
joined  Universal  Uclick  in  March 
2011.  Wuerker  was  a  freelancer  for 
more  than  20  years  before  joining  Po¬ 
litico  as  staff  cartoonist.  His  cartoons 
are  sold  indhidually  to  newspapers 
nationwide,  but  so  far  he’s  been  dis¬ 
appointed  with  the  results. 

"The  traditional  sv-ndicate  model  of 
sales  to  newspapers  is  gixing  w  ay  to 
being  about  distribution  on  the  Web 
through  Uclick,”  Wuerker  said.  “I 
think  my  work  is  certainly  getting  in 
front  of  more  eyeballs,  but  in  terms 


Cowtewt 


of  getting  paid  for  the  I  get 

wider  distribution,  it’s  I  • 

been  disappointing.”  « 

Rick  McKee,  staff  car- 
toonist  for  the (Ga.)  \ 

Chronicle,  left  King  Features  last  \ 
November  to  join  Cagle  Cartoons’ 
package,  and  he  said  the  move  has 
paid  off,  both  in  terms  of  compensa¬ 
tion  and  in  the  popularity  of  his  work. 

“It  seemed  that  my  previous  svm- 
dicate,  while  they  are  wonderful 
people,  focused  more  on  promoting 
their  comic  strips,”  McKee  said.  “My 
cartoons  have  gotten  much  more  e.x- 


r  "1  think  WY  work  is  j 
certaiwiy  getting  in  front  or 
wore  eyeballs,  but  in  terms  of 

getting  paid  for  the  wider 
distribution,  it's  been 
disappointing."^^-^ 


-  Matt  Wuerker 


posure  with  Cagle  Cartoons  through 
a  bigger  client  list  and  a  lot  more 
reprint  requests.”  ■ 
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So,  If  I’M  TAKIMG 
A  SHoWeii  IM  f  RANCe  • 
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-You'D  BeTAKiMG 
A  PoUGHe  IWlTri 
Doocy  AMP 
peuKfHe. 
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WASHINGTON  POST 
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WPNMS's  greatest  brag  is  "Mike  Du  Jour,"  a  gag-a- 
day  comic  strip  produced  by  hard-hitting  political 
Ccirtoonist  Mike  Lester.  A  long-term  cartooning  goal 
for  the  conservative  ink  slinger,  “Mike  Du  Jour"  has 
been  waiting  in  Lester’s  studio  for  years  for  the  right 
time  and  opportunity  to  launch. 

"To  me,  this  feature  is  different.  It  looks  different,  emd 
its  voice  is  different,"  said  WPNMS  comics  editor  Amy 
Lago.  “It’s  also  laugh-out-loud  funny,  which  rarely 
happens,  and  accessible  to  readers  of  all  ages." 


f 
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A  QUARTER  CENTURY  AND  WE’RE  JUST  GETTING  WARMED  UP 


NewsPeople 


By  Nu  Yang 

people(d)eclitorandpublisher.com 


Andy 

Pennington 

has  been 
named 
f  publisher 
of  the  Idaho 
State  Journal 
in  Pocatello, 
Idaho.  Pennington  recently 
served  as  general  manager  of 
the  Hometown  News  Group  in 
Wisconsin,  where  he  managed 
10  weekly  newspapers  and 
three  shoppers.  Previously,  he 
worked  as  an  advertising  direc¬ 
tor  for  the  Klamath  Falls  (Ore.) 
Herald  and  News  and  advertis¬ 
ing  manager  for  the  Hibbing 
(Minn.)  Dally  Tribune. 


Chris  Vocdo 

has  been 
named 
publisher  of 
The  Bulletin 
in  Norwich, 
Conn.  He  suc¬ 
ceeds  Paid 
Provost,  who  is  now  regional 
vice  president  for  Digital  First 
Media's  eastern  region.  Most 
recently,  Vocdo  served  as  pub¬ 
lisher  of  the  Commercial-News 
in  Danville,  HI.  He  took  his  first 
publisher  position  at  the  Her¬ 
ald-Banner  in  Greenville,  Texas, 
in  2002,  and  became  publisher 
of  the  Tribune-Democrat  in 
Johnstown,  two  years  later. 


Ginny  Sohn 

has  been 
named  pub¬ 
lisher  of  the 
Santa  Fe  New 
Mexican.  Be¬ 
forejoining 
in  1981,  Sohn 
worked  for  Conde  Nast  in  New 
York  for  seven  years.  She  left 
the  New  Mexican  to  become 


William  K.  Marimow  has  been  named  editor  of  The  Phila¬ 
delphia  Inquirer.  Marimow,  who  earned  two  Pulitzer  Prizes 
as  an  Inquirer  reporter  in  1978  and  1985  before  serving  as 
the  newspaper's  editor  from  2006  to  2010,  will  return  to  lead 
an  expansion  of  the  newspaper's  investigative  journalism 
work.  He  succeeds  Stan  Wischnowski,  who  will  remain  with 
the  publication  and  continue  working  as  part  of  the  editorial 
leadership  team. 


James  M.  Moroney  III  has  been  elect¬ 
ed  to  serve  as  chairman  of  the  Newspa¬ 
per  Association  of  America.  Moroney  is 
publisher  and  chief  executive  officer  of 
The  Dalla.H  Morning  News.  He  succeeds 
Michael  E.  Reed.  CEO  of  GateHouse 
Media  Inc.,  who  will  continue  to  serv'e 
on  the  NAA  board  of  directors  as  im¬ 
mediate  past  chairman. 

Sara  Glines  has  been  named  pub¬ 
lisher  of  the  York  (Pa.)  Daily  Record 
and  York  Sunday  News.  She  replaces 
Fred  Uffelman,  who  is  retiring  after 
28  years.  Glines  will  also  be  responsible 
for  Pennsylvania  papers  the  Lebanon 
Daily  News,  Hanover  Evening  Sun, 
and  Chambersburg  Public  Opinion,  as 
well  as  serve  as  president  of  the  York 
Newspaper  Agency.  Most  recently, 
Glines  serv  ed  as  a  vice  president  of  field 
operations  with  MediaNews  Group  Inc., 
based  in  Denver. 

Wesley  Jackson  has  been  named  pub¬ 
lisher  of  The  Courier-Journal  in  Louis¬ 
ville,  Ky.  He  replaces  Arnold  Garson, 
who  has  retired.  Jackson  most  recently 
served  as  the  paper’s  vice  president  of 
sales  and  marketing.  He  has  previously 
worked  for  the  E.W.  Scripps  Co.  and  as 
manager  for  digital  media  at  the  Rocky 
Mountain  News. 

David  Hunke  has  left  his  position  as 
president  and  publisher  of  USA  Today 
to  become  the  newspaper’s  chairman 
with  plans  to  retire  in  September.  Hun¬ 
ke  joined  Gannett  Co.  in  1992  and  was 
named  publisher  of  USA  Today  in  April 


2009.  As  chairman,  Hunke  will  work  on 
strategic  projects  and  help  the  company 
transition  to  new  leadership. 

Jim  Kirk  has  been  named  .senior  vice 
president  and  editor-in-chief  of  the 
Chicago  Sun-Times.  Kirk  most  recently 
served  as  chief  of  editorial  operations  at 
Crain’s  Chicago  Business.  Earlier  in  his 
career,  Kirk  was  a  business  reporter  and 
columni.st  for  the  Sun-Times.  He  later 
w'as  an  editor  at  the  Chicago  Tribune  and 
moved  on  to  jobs  at  Bloomberg  News 
and  the  Chicago  News  Cooperative. 

Chip  Minemyer  has  been  named  execu¬ 
tive  editor  of  the  Cen  tre  Daily  Times  in 
State  College,  Pa.  He  previously  served 
at  the  publication  as  a  copy  desk  chief, 
news  editor,  and  associate  editor  from 
1998  to  2004,  before  working  as  editor 
of  the  Tribune-Democrat  in  Johnstown, 
Pa.  Minemyer  replaces  Bob  Heisse, 
who  left  after  10  years  of  service  to 
become  executive  editor  of  the  State 
Journal-Register  in  Illinois. 

Mark  Medici  has  been  named  vice 
president  of  audience  with  The  Atlanta 
Joumal-Comtitution.  He  will  now 
oversee  all  aspects  of  print  and  digital 
audience  development,  as  well  as  digital 
audience  strategy.  In  this  role,  Medici 
will  help  expand  product  offerings,  grow 
revenue,  and  find  creative  ways  to  meet 
the  ever-changing  needs  of  print  and 
digital  customers.  Most  recently,  he 
served  as  vice  president  of  audience  and 
digital  strategy  at  the  Austin  American- 
Statesman.  He  has  also  previously 
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ad  director  for  The  Reno  (Nev.)  Ga¬ 
zette  Journal  and  returned  in  1989 
as  the  New  Mexican's  ad  director. 
She  has  been  associate  publisher 
since  2007. 


Matt  Muilenburg 

has  joined  Wood¬ 
ward  Communi¬ 
cations  as  group 
editor  of  the 
Dyersville  (Iowa) 
Commercial  and 
Cascade  Pioneer. 
Muilenburg  was  most  recently 
editor  of  The  Record,  in  Conrad, 

Iowa.  Muilenburg  joined  the  Record 
as  a  sports  editor  and  has  been 
honored  for  his  work  as  a  columnist 
and  reporter.  He  was  previously  a 
sports  editor  for  the  Macomb  Eagle 
and  a  sports  correspondent  for  the 
NewsTribune  (LaSalle,  ni.). 


Rob  Dean  has 

been  promoted 
to  editor  of  the 
Santa  Fe  New 
Mexican.  He 
replaces  Robin 
Martin,  who  is 
now  the  paper's 
owner.  Dean  has  been  with  the 
paper  since  1992,  most  recently 
serving  as  managing  editor. 


BGuyTasakahas 

been  appointed 
vice  president/ 
chief  digital  of¬ 
ficer  with  Calkins 
Media,  Inc.  In  his 
new  role,  Tasaka 
will  be  respon¬ 
sible  for  Calkins'  interactive  media 
efforts  and  work  with  company 
leaders  to  develop  the  company's 
interactive  strategy  for  its  broadcast 
television  and  print  businesses. 
Previously,  he  worked  at  The  New 
York  Times  beginning  in  1995, 


where  he  joined  as  market  research 
director  and  worked  on  the  project 
that  would  eventually  become 
nytimes.com.  He  took  on  a  role  as 
regional  circulation  manager  with 
responsibility  for  the  sales,  market¬ 
ing,  and  distribution  and  was  later 
named  product  manager  of  the 
paper's  electronic  edition. 

Trevor  Tompson. 

global  director 
of  polling  for  The 
Associated  Press, 
has  been  named 
director  of  the 
AP-NORC  Center 
for  Public  Af¬ 
fairs  Research.  In  his  new  position, 
Tompson  will  have  overall  respon¬ 
sibility  for  managing  operations  of 
the  AP-NORC  Center,  which  com¬ 
bines  the  AP  with  the  social  science 
research  of  NORC  at  the  Univer¬ 
sity  of  Chicago.  He  is  an  expert  in 
survey  research  methodology  and 
has  published  numerous  articles 
about  public  opinion  and  research 
methods. 


Tim  Ethridge 

has  been  named 
editor  of  the 
Evansville  (Ind.) 
Courier  &  Press. 
Ethridge  started 
his  journalism 
career  as  a  copy 
clerk  and  obituary  writer  at  the 
Evansville  Courier  in  1975.  After 
starting  in  news,  Ethridge  turned 
to  sports,  working  his  way  from 
sports  reporter  to  assistant  sports 
editor  at  the  Evansville  Courier  from 
1979  to  1986.  He  then  moved  to  the 
afternoon  Evansville  Press,  where 
he  led  the  sports  department  until 
1998,  before  moving  to  the  India¬ 
napolis  News  &  Star.  He  returned  to 
Evansville  in  2000  as  sports  editor 
of  the  merged  Courier  &  Press. 


worked  at  the  DallaJi  Morning  Nexes  and 
The  Oregonian. 

Howard  Burns  has  been  named  editor 
of  the  Pittsburgh  Business  Times.  He  re¬ 
places  Lauren  Lawley  Head,  who  is  now 
editor  of  the  Dallas  Business  Journal. 
Burns  most  recently  served  as  editor  of 
the  film  magazine  Moving  Pictures.  He 
also  spent  18  years  at  The  Hollyxvood  Re¬ 
porter,  including  four  as  editor  and  one 
year  as  editorial  director. 

Ted  Anthony  has  been  appointed  editor- 
at-large  at  The  Associated  Press,  where 
he  will  be  responsible  for  generating  and 
delivering  content.  He  previously  serv'ed 
as  assistant  managing  editor.  Anthony  is 
a  20-year  veteran  of  the  AP  and  former 
foreign  and  national  correspondent. 

Narda  Zacchino  has  been  appointed 
executive  director  of  The  Daniel  Pearl 
Foundation.  A  veteran  journalist,  Zac¬ 
chino  has  worked  at  the  Los  Angeles  Times 
and  San  Francisco  Chronicle.  She  has 
served  as  a  Pulitzer  Prize  judge  four  times 
and  held  various  positions  at  the  Times, 
from  reporter  to  vice  president.  As  deputv’ 
editor  at  the  Chronicle,  Zacchino  led  the 
development  of  several  new  editorial 
sections  and  the  San  Francisco  Chronicle 
Press,  a  book  imprint. 

Lynne  Lynch  has  been  promoted  to  man¬ 
aging  editor  of  the  Columbia  Basin  Herald 
in  Moses  Lake,  Wash.  She  most  recently 
covered  business  for  the  paper.  She  joined 
the  publication  in  2003.  ■ 
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REPORTER  AND 
PHOTOGRAPHER  FOR  HIRE 

Editorial  professional  offers  quality, 
dedication,  flair  and  utility:  spot 
news,  prep  sports  and  features.  For  a 
packet  of  clips  and  credentials, 
please  email  job  particulars: 
multigrain@toast.net 
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DIRECTOR  OF  SALES 

National  based  cold  web  commercial 
printer  seeks  Sales  Director.  This 
position  requires  an  innovative, 
results-driven  leader  who  will  be 
responsible  for  generating  and 
increasing  profitable  revenue  across 
the  US.  This  position  reports  directly 
to  the  CEO  and  partners  closely  with 
other  members  of  the  Corporate 
management  team.  Responsibilities 
include  leading  and  directing  the 
sales  team  to  meet  sales  goats,  new 
account  and  sales  territory 
development,  and  handling  all 
company  marketing  and  social 
media  needs.  10+  years  Sales 
leadership  experience  required.  Must 
be  willing  to  travel  up  to  50%  of  the 
time. 

Call  (720)250-7521 
Equal  Opportunity  Employer 
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MEDIASPAN 

SOFTWARE  INSTALLER/TRAINER 

MediaSpan  Group,  Inc.  is  looking  for  motivated,  personable  individuals  to 
travel  throughout  the  United  States  and  train  individuals  to  use  our  circulation 
software  applications.  This  entry-level  position  involves  implementing  a 
browser-based  software  application  for  new  and  existing  customers  and  train¬ 
ing  users  on  features  and  functionality. 

The  ideal  candidate  has  a  bachelor's  degree  along  with  some  work 
experience  and  also  meets  one  or  more  of  the  following  requirements: 

■  Circulation  management  experience  in  a  publishing  environment 

■  Familiarity  with  circulation  accounting  and  financials 

■  Proficient  with  computer  software  applications  and  relational  databases 

Other  necessary  skills: 

•  General  knowledge  of  newspaper  operations 

•  Basic  accounting  knowledge 

•  Teaching  and/or  customer  service  ability 

■  Excellent  organizational  skills  and  strong  attention  to  detail 

■  Ability  to  manage  multiple  projects  under  tight  deadlines 

•  Able  to  work  independently 

■  Ability  and  motivation  to  learn  technical  skills 

■  Excellent  written  and  verbal  communication  skills 

•  Ability  to  travel  and  work  on  location  50%  of  the  time 

MediaSpan  Group,  Inc.  offers  an  excellent  work  environment  and  benefit 
package.  This  position  is  based  in  our  Ann  Arbor,  Michigan  office. 

Relocation  assistance,  if  applicable,  to  the  Ann  Arbor  area  will  be  provided. 

Please  send  a  cover  letter  detailing  your  experience  and  resume  to 
recruitingi^mediaspansoftware.com 

For  more  information  about  our  company,  visit  us  at 
http://www.mediaspangroup.com 


ADVERTISING  DIRECTOR 

The  American  Press  an  independent¬ 
ly  owned  daily  newspaper  in  Lake 
Charles  Louisiana  seeks  an  Advertis¬ 
ing  Director.  Circulation:  Daily  30439; 
Sunday  36589.  As  the  primary  leader: 
must  be  able  to  manage  and  direct 
all  phases  of  the  advertising  depart¬ 
ment  including  national  retail  and 
classified.  Responsible  for  keeping 
the  department  on  the  cutting  edge 
of  the  industry  aggressively  growing 
revenue  and  developing  new  prod¬ 
ucts.  We  are  looking  for  a  person 
with  a  college  degree  in  business  ad¬ 
vertising  or  marketing  with  proven 
newspaper  sales  and  management 
experience.  We  offer  a  competitive 
salary  and  benefit  program. 

Please  email  your  resume  to 
atinsley^americanpress.com 
or  mail  to  American  Press 
Attn:  Anita  Tinsley 
P  O  Box  3266 
Lake  Charles  La.  70602. 


PRESS  OPERATOR 

Kingman  Daily  Miner  is  looking  for  a 
Press  Operator  at  the  Central  Print 
Facility  in  Golden  Valley  AZ  (90  miles 
from  Las  Vegas).  Printing  experience 
with  Goss  Suburban  Press  4/4  color 
strong  press  maintenance  and  previ¬ 
ous  print  production  experience  pre¬ 
ferred  but  will  train  the  right  person. 
Excellent  benefits.  EEOE  NSE 
Apply:  Personnel  KDM 
3015  Stockton  Hill  Rd. 
Kingman  AZ  86401. 

Fax:  (928)  753-8350  or 
Email:  nthorpe@kdminer.com 


DIRECTOR  OF  CIRCULATION  AND 
RETENTION  (Woodland  Park,  NJ) 

Senior  level  position  responsible  for 
providing  leadership  and  strategic 
direction  for  circulation  and  reten¬ 
tion  functions  for  The  Record  and 
Heard  News  including  home  delivery 
subscriptions  and  single  copy. 

Responsibilities:  Analyzing  sales  &  re¬ 
tention  data  to  identify  trends  and 
opportunities  to  increase  sales;  de¬ 
veloping  and  executing  strategic  cir¬ 
culation  sales  and  retention  plans  to 
achieve  goals  and  maximizing  reten¬ 
tion 

5+  years  of  sales  management  expe¬ 
rience  (director  level);  effective  sales 
management  skills;  analytical  and 
creative  problem-solving  skills; 
strong  presentation  and  communica¬ 
tions  skills;  and  proficient-level  com¬ 
puter  skills.  Circulation  sales  experi¬ 
ence  preferred. 

recruiting@northjersey.com 
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"The  hits  per  month  to  our 
web  site  have  increased 
dramatically,  and  E&P  is  to 
blame...  or  I  should  say,  is 
the  chief  reason  for  that 

success.  "  -  Edword  Anderson, 

Broker,  National  Medio  Assoc. 
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Until  you  contact 

Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Presses” 


PRESSES.  WANTED:  GOSS  COMMUNITY,  URBAN¬ 
ITE.  METRO  &  UNIVERSAL;  HARRIS  V15D,  V25,  V30; 

SOLNA;  KING;  TENSOR;  &  DAUPHIN 

FOR  SALE:  FOUR  UNIT  GOSS  COMMUNITY,  22  3/4, 
WITH  COMPENSATORS,  SIDELAY  AND  RUNNING 
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(913)638-1040  •  newmanpress@kc.rr.com 
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quarter  folder  &  upper  former 
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ILike  Editor  &  Publisher 
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Visit  Editor  &  Publisher  Magazine  on  facebook 
click  on  the  “Kindle  Giveaway”  page  under  our 
profile  photo.  If  you  aren’t  a  fan  already  you’ll 
need  to  “Like”  Editor  &  Publisher  \o  gain  ac¬ 
cess  to  the  contest. 


Mim  Enter  the  drawing 

Fill  out  the  contest  entry  form  with  your  name 
and  email  address. 


Share  for  extra  entries 
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friends  who  enters  the  drawing  because  of  you 
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check  on  how  many  referrals  you’ve  received. 

"There  is  no  limit  to  the  number  of  extra  entries  you  can  re- 
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shoptalk  /commentary 

Strategy  Is  Key 

Redefine  your  goals  when  building  a 
mobile  product 


By  Keith  Jordan 

roomful  of  journalists 
and  I  were  discussing 
digital  publishing  when 
someone  asked  me  a 
question  that  gave  me  pause. 

With  rapidly  changing  standards, 
how  can  small  newspapers  afford  to 
keep  their  digital  products  current? 
This  year’s  cutting  edge  will  be  next 
year’s  also-ran. 

The  question  came  at  the  end  of  my 
session  at  the  spring  New  York  Press 
Association  conference.  I  had  just 
given  a  presentation  on  fle.xible 
publishing,  a  method  for  bringing 
more  of  the  production  value  and 
impact  of  print  layouts  to  the  Web 
(and,  even  more  so,  to  tablet  and 
smartphone  products). 

WTien  the  publisher  of  an  upstate 
newspajjer  asked  the  question,  my 
only  response  was  to  acknowledge  the 
problem.  But  that  night  during  the 
trip  home,  I  gave  it  a  lot  of  thought, 
and  if  I  had  another  chance  to  answ'er 
that  question,  this  is  what  I’d  say. 

Define  your  goals 

If  you  do  what  a  vendor  or  salesman 
tells  you  to  do  this  year  to  catch  some 
trend,  it  will  probably  be  outdated 
next  year.  Someone  may  present 
a  compelling  case  for  a  publishing 
s>'stem  that  uses  the  right  buzzwords. 
Then  ne.xt  year,  a  different  vendor 
will  sadly  shake  his  head  at  the  choice 
you  made  the  last  time  and  proudly 
tell  you  about  his  new'  system  that  ad¬ 
dresses  the  new  buzzwords. 

The  way  to  avoid  this  is  to  keep  what 
you  are  tning  to  achieve  foremost 


in  your  mind.  Are  you  trying  to  have 
something  in  mobile?  Are  you  trying 
to  add  multimedia  to  your  site?  Are 
you  trying  to  use  social  media? 

The  answer  to  these  questions  is 
“no.”  Or,  if  the  answer  is  “yes,”  it 
shouldn’t  be.  Let’s  take  a  big  step  back 
and  answ'er  the  question  again. 

Most  likely,  your  real  goals  are  some¬ 
thing  like  this:  Offer  value  and  great 
experiences  to  readers.  Offer  value 
and  multiple  options  to  advertisers. 
Build  your  brand.  Keep  costs  in  line 
with  profits. 

So  the  question  isn’t  whether  you 
need  something  in  mobile,  or  need 
something  in  social.  The  question 
is  more  fundamental:  How  do  you 
attract  and  please  readers  and 
advertisers? 

If  that  is  your  focus,  you  will  find 
that  w'hat  makes  sense  this  year  prob¬ 
ably  makes  sense  for  next  year  too. 

There  are  exceptions 

The  move  to  mobile  media  is  a  great 
opportunity  for  publishers.  That  is 
conventional  wisdom,  but  it  also  hap¬ 
pens  to  be  true.  You  will  not  thrive  in 
the  long  run  if  you  don’t  have  quality 
mobile  offerings.  If  you  do  have  them, 
you  have  a  chance  for  grow'th. 

But  don’t  create  a  mobile  experience 
just  to  say  you  have  one.  You  need  to 
think  about  what  that  mobile  experi¬ 
ence  should  be.  If  you  don’t  have  a 
smartphone,  get  one.  Spend  time  with 
it.  Ask  tech-sawy  journalists  about 
their  favorite  mobile  sites  and  apps, 
and  try  them  out. 

I  have  seen  countless  mobile  sites 


and  apps  that  look  like  they  were  built 
so  someone  could  check  a  box  and  say, 
“Yes,  we’ve  got  mobile  covered.”  In  many 
cases,  they  pull  RSS  feeds  from  a  website 
into  a  simple  format  —  generally  a  stack 
of  headlines  and  maybe  the  occasional 
photo  linking  to  an  article.  They  have  ban¬ 
ner  ads.  They  display  articles  on  mobile. 
And  they  are,  at  best,  unexciting  to  use.  I 
can’t  imagine  that  these  products  attract 
new'  readers,  or  make  existing  readers 
think  more  highly  of  your  brand,  or  bring 
enough  value  to  advertisers  to  add  greatly 
to  your  overall  revenue. 

So,  what  to  do? 

There’s  not  a  single  correct  answer. 

It  depends  on  the  details  of  your  publica¬ 
tion,  your  goals,  your  audience,  and  your 
budget.  But  here  are  some  general 
suggestions: 

•  Your  mobile  experience  should  be  ap¬ 
propriate  for  the  medium.  For  instance, 
smartphone  apps  should  have  swipe- 
based  interfaces,  not  click-based  ones  that 
are  awkward  to  navigate  with  your  fingers. 

•  Full-screen  rich  media  ads  have  more 
value  than  banner  ads. 

•  Your  publishing  process  should  be 
unified  into  one  publishing  system  across 
all  platforms.  If  that’s  not  possible, 

you  should  unify  as  many  platforms  as 
possible. 

•  Think  twice  about  locking  into  propri¬ 
etary  solutions  that  only  one  vendor  can 
update.  It  may  be  OK  in  some  situations, 
but  it  could  also  create  problems  dowm 
the  road. 

Remember  that  any  product  with  your 
name  on  it  ultimately  reflects  your  com¬ 
pany,  not  whoever  built  it.  You  should 
fully  understand  it,  and  stand  behind  it.  ■ 

Keith  Jordan  is  managing  director  of 
Upstream  Digital  Media  and  author 
of  an  upcoming  book  on  mobile  media. 
Follow  him  on  Twitter:  @KeithUDM 


iVrted  n  lh«  tlSA  VoL  MS.  No  7.  EDITOR  ft  PUBLISHER  (ISSN  00I}*094X.  USPS  >68-120)  ts  published  12  times  a  year  Regular  issues  are  published  monthly  by  Duncan  McIntosh  Co.  Inc.,  17782  Cowan.  Suite  C.  Irvine,  CA  92614;  Editorial  and  Advertising  (949)  660-6150 
Penodxah  postage  paid  at  irmne.  CA  926U.  arx)  additional  mailing  offices  Postmaster  Please  send  address  changes  to  EDITOR  ft  PUBLISHER.  P.O.  Box  2S859.  Santa  Ana.  CA  92799-5659.  Copyright  2012.  Duncan  McIntosh  Co.  Inc.  No  part  of  this  publication  may  be 
reproduced,  stored  •>  arty  retr«vai  system,  or  transmitted,  m  arty  form  or  by  any  means.  etectroTHC,  mechamcal.  photocopying,  or  otherwise,  without  the  prior  written  permission  of  the  publisher.  Subscription  Price:  U.S.  and  its  possessions,  S99.00  per  year,  additional  postage 
tor  Canada  ft  foreign  couKnesSTOOO  per  year  Smgie  copy  price  SB  95  m  the  U  S  ortty.  Back  issues.  $12  95(in  the  U.S.  only)  incKxfes  postage  and  handling  Canada  Post:  Pubkation  Mail  Agreement  No.  40612606.  Return  undeliverable  Canadian  addresses  to:  Bleuchip 
tniernatortal.  PO  Box  25S42.  London.  ON  NSC  682  Subscriber  ServKes  (888)  732-7323.  CustorrterServKeEmail.circutationaeditorandpublishercom 

50  1  E  &  P  I  JL'LV  2012 


editorandpublisher.com 


Now  Av^able 
on  the  iPad 

Immediate  Delivery  •  Hot  Links  •  Share  •  High-Resolution  Photos 


To  Download:  Scan  the  QR 
code  with  your  iPad  or  visit 
editorandpubiisher.com/iPad 


Unlock  the  Value  of  your 
Premium  Display  Ad  Inventory! 


Visit  us  at  Frankhn 
Lvxus  today! 


Expanding  Ads 


Sticky  Note  Ads 


Video  Ads 


Wallpaper  Ads 


Call  for  a  live  demo  today. 

866.467.2289 

www.impactengine.com 

\ 

Trusted  by  the  industry  leaders: 


i^MediaNews  Group 


Lee  enterprises 


SIGNON  wick 


MOKKIS 


SAN  DIEGO 


communications 


